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ABSTRACT

From the managerial and customer-based perspectives, this research
proposed a conceptual model that integrates product-based brand equity and the
theory of planned behavior in evaluating the performance of tourist destination
brands. In today's increasingly competitive tourism market, destination branding
can be an effective technique for building successful site images and marketing
programs. This technique may vary in focus to highlight the unique features of
different destination stops. There has been limited research devoted to tourism
brands and brand constructs in promoting tourist attractions. Specifically, not
enough has been done to fully analyze tourists' attitudes toward destination branding
although attitude has long been ascertained in psychology to be the major
determinant of future decision-making. Using the integrated model, this dissertation
study proposed a feasible instrumentation to measure the effect of destination
branding on tourists' attitudes. A street intercept survey was conducted at Tamshui,
a leading destination in Taiwan. Findings indicate that Tamshui has performed
unsatisfactorily in presenting a desired image to the target market. As a result, it
needs to adopt a systematic approach to strengthen its brand loyalty by improving its
internal quality services and marketing communications.
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CHAPTER I: INTRODUCTION TO THE STUDY

Introduction and Background to the Problem
The key to a successful tourism operation lies in a constant growth of tourist
arrivals. According to the World Tourism Organization (WTO, 2005), a promotional
branch under the United Nations, international tourist arrivals are expected to surpass
1.56 billion by the year 2020. In 2004 alone, there were 763 million tourist visitations
that generated US$623 billion in total revenue. The top ten destinations accounted for
nearly half of those arrivals. The high concentration of visits reveals that most
destinations have been facing intense competition in attracting the remaining 50 percent
of tourist arrivals.
Tourism development has experienced weak economies, terrorist attacks, war,
natural catastrophes, and epidemic diseases. These threats have affected the prospects of
tourism planning and development. However, on the heels of the economic recession and
SARS in 2003, tourist arrivals increased 11 percent in 2004, representing a hefty 19
percent leap in income (WTO, 2005). This has provided an incentive for destinations to
promote their brands and itineraries in an effort to capture more tourist attention and
revenues.
The aim of destination branding is to accentuate the singularity of a tourism
brand and present a favorable image of the said brand to a target market. In the late
1990s, destination branding began to gain increasing attention in the research of tourism
management (Ritchie & Ritchie, 1998). Tourism branding has become a powerful
mechanism in transmitting brand messages. In product-based marketing, the term brand

is defined as "a distinguishing name andlor symbol intended to identify the goods or
services of either one seller or a group of sellers, and to differentiate those goods or
services from those of competitors" (Aaker, 1991, p. 7). Drawing on this definition,
Ritchie and Ritchie describes tourism destination brands as:
A name, symbol, logo, word mark or other graphic that both identifies and
differentiates the destination; furthermore, it conveys the promise of a memorable
travel experience that is uniquely associated with the destination; it also serves to
consolidate and reinforce the recollection of pleasurable memories of the
destination experience (1998, p. 17).
Indeed, the goal of destination brands is to make full use of the site's uniqueness
for brand differentiation on the target market. In planning and management, sufficient
emphasis should be given to quality services to provide memorable experiences. Hence,
the objective of destination branding is letting "brands incite beliefs, evoke emotions and
prompt behaviors" (Kotler & Gertner, 2002, p. 249). Researchers agree that in today's
increasingly competitive tourism market, destination branding is an effective technique
for building successful tourism images and programs (Morgan & Pritchard, 2002;
Morgan, Pritchard, & Piggott, 2002; O'Leary & Deegan, 2003; Srikatanyoo & Gnoth,
2002).
While applying the product-based concepts of brands and branding to the tourism
industry, different destination hosts may have various focuses due to the specific nature
of their sties. Most research has been devoted to the development and evaluation of
brand images, and there has been a lack of systematic approaches toward a
multidimensional research direction (Caldwell & Freier, 2004). To prevail in brand
differentiation, destination management needs to tap available resources and evolve both
functional and symbolic attributes (Caldwell & Freier, 2004).

However, most prior studies have failed to contemplate the major influencing
factors over destination branding and thus sidestepped the interrelationships between the
brand components (Caldwell & Freire, 2004). It is more than necessary to develop an
integrated theoretical framework, through prevalent theoretical research and empirical
studies, to effectively measure branding effects.
At the same time, tourists' attitudes and opinions deserve no less attention in the
research field. The customer-based perspective can shed light on tourists' decisionmaking as a result of destination branding. Reviews of pre-visitation and post-experience
toward one specific site are sensitive to the effects of brand awareness and brand image
(Fakeye & Crompton, 199 1). Moreover, customer feedback can provide insight into
tourists' attitudes, which can furnish the management with a valuable opportunity to
review and improve its brand performance. In psychology, attitude is believed to be the
major determinant of future decision-making as to behavioral actualization (Ajzen, 1991;
Fishbein & Ajzen, 1972, 1975). Prior travel experiences and habitual behaviors may
potentially influence the individuals' attitudes and behaviors toward destination choices
(Ajzen, 1991; Fishbein & Ajzen, 1975; March & Woodside, 2005). Whereas previous
studies did not fully cover this proposed relationship in the field of tourism research.
Based on Aaker's (1991) brand equity and Keller's (1993,2001,2003b)
customer-based brand equity (CBBE), Konecnik (2006a) identified the major influencing
factors of brand awareness, image, perceived quality, and brand loyalty in her evaluation
model of customer-based brand equity for a tourism destination (CBBETD). Konecnik
also categorized the determinants of tourists' attitudes into brand loyalty. Konecnik's

work and Ajzen's (1985, 1987, 1991) theory of planned behavior have provided useful
guidance for the present study.

Purpose of the Study
This dissertation study attempted to create a multidimensional conceptual model
as an appropriate scale to measure the effect of destination branding on tourists' attitudes.
It set out to identify major factors that affect the establishment of brand construct,
effective branding functions, and tourists' attitudinal change. An investigation of the
interrelationships between these three aspects was deemed critical to an effective
evaluation of branding results. The quantitative instrumentation proposed in the study is
anticipated to provide both research and management with a practical alternative to
further understand brand performance as reflected in the tourists' feedback.
From the managerial and customer-based perspectives, this study measured
branding effects in the four brand equity components: brand awareness, image, perceived
quality, and brand loyalty against the attitudinal dimensions of prior behavior, behavioral
intention, affective attitude, subjective norm, and perceived behavioral control. In
addition, the study also referred to marketing communications (Fakeye & Crompton,
1991) and service quality (SERVQUAL) (Parasuraman, Zeithaml, & Berry, 1985, 1988,
1991) as influences on destination performance and tourists' attitudes. Research results
were used to formulate a multidimensional approach to better understand the brand
construct, branding process, and tourists' attitudes toward destination brands. It is also
hoped that the current study can facilitate future scholarly inquiry in tourism research.

This study has pursued two research perspectives, managerial and customerbased, to develop and strengthen a good destination brand. In the managerial aspect,
efforts must be directed by self-regulating functions in monitoring and assessing
destination reality and performance. To achieve a desired brand image, destination
managers must feasibly utilize the brand construct to create and deliver essential
attributes, functional and symbolic alike, to the target market. In particular, the brand
construct has to embrace all interrelating essential components, and the branding process
must be connected to tactical strategies for effective marketing communications. Ideally,
the effect of destination branding can evoke and motivate potential, first-time, and repeat
tourists' destination choices for one particular brand.
Hence, this study has pursued two research objectives:

1.

To provide a multidimensional approach to build a successful destination brand.
The concept of brand equity (Aaker, 199 1; Keller, 1993,200 I, 2003b) has proven

viable to meet the requirements of structuring a destination brand. Although the concept
has been applied primarily to product-based marketing, prior research in tourism
development has adapted the construct of brand equity (Kaplanidou & Vogt, 2003;
Ritchie & Ritchie, 1998) to service-oriented businesses (Parasuraman, Zeithaml, & Berry,
1985, 1988, 1991; Ritchie & Ritchie, 1998).
However, existing research has fallen short of a sufficient implementation of
Aaker (1991) and Keller's (1993) brand equity propositions, due to the perplexity
involved in measuring the effect of destination branding (Ritchie & Ritchie, 1998). The
present study introduced an integrated conceptual model, hoping to feasibly examine and
measure destination performance in a multidimensional manner.

2.

To investigate marketing feedback from first-time and repeat tourists for brand
construction improvement.
The study has also adopted a customer-based approach with a concentration on

exploring and explaining major determinants that affect tourists' attitudes toward one
particular destination brand. Specifically, an intercept survey conduced at Tamshui,
Taiwan was to measure tourists' responses to the reality of this destination brand. It
aimed to help Tamshui managers gain first-hand knowledge about tourists' needs and
expectations. Furthermore, tourist feedback as such can help make more effective
marketing promotions and communications to target audiences.

Research Questions
The general research question was: Based on the construct of brand equity
(Aaker, 1991; Keller, 1993,2003b) and the theory of planned behavior (Ajzen, 1985,
1987, 1991), does the effect of destination branding influence tourists' attitudes toward
one specific destination brand? This led to the following related questions that were
examined:
1. What are the tourist characteristics (socio-demographic, travel details, and
information sourcing), customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty), and tourists' attitudes (prior
behavior, behavioral intention, affective attitude, subjective norm, and perceived
behavioral control)?

2. Are there any differences in tourist characteristics (socio-demographic, travel details,
and information sourcing), customer-based brand equity for a tourism destination
(brand awareness, image, perceived quality, and brand loyalty), and tourists' attitudes
(prior behavior, behavioral intention, affective attitude, subjective norm, and
perceived behavioral control) between first-time and repeat tourists?
The study intended to examine and explain, from managerial and customer-based
perspectives, the branding effect in promoting the destination's popularity. Answers to
the above questions (RQ 1 and RQ 2) were expected to provide supportive evidence on
the proposed relationships between all variables. First, the impacts of tourist
characteristics and customer-based brand equity for a tourism destination (CBBETD)
(Konecnik, 2006a) on tourists' attitudes were studied and explained for clarifying the
relationships for all variables. Second, between first-time and repeat tourists, Tourist

Characteristics and dimensions of the CBBETD Scale (Konecnik, 2006a) may have
influenced tourists' attitudes differently. Thus, the focus was to observe the differences
between the two subsamples. In answering the research questions (RQ I and RQ 2), the
findings are hoped to be of practical value to the destination management in
implementing effective branding to target markets. It is also anticipated that the study
becomes conducive to further scholarly inquiry in destination branding.

Research Hypotheses
The two research questions are related to two research hypotheses.
1. Customer-based brand equity for a tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are significant explanatory variables of
tourists' attitudes (prior behavior, behavioral intention, affective attitude,
subjective norm, and perceived behavioral control).
The above assumption is to test the causal relationship between the effect of
destination branding and tourists' attitudes. The major influencing factors (brand
awareness, image, perceived quality, and brand loyalty) of branding effect were adapted
from Konecnik's (2006a) evaluation scale model of Customer-Based Brand Equity for a
Tourism Destination (CBBETD)that is based on Aaker's (1991) brand equity and
Keller's (1993,2001,2003b) customer-based brand equity (CBBE). The determinants of
tourists' attitudes, including prior behavior, behavioral intention, affective attitude,
subjective norm, and perceived behavioral control, were derived from Kassem and Lee's
(2004) attitudinal scale model that draws on Ajzen's (1985, 1987, 1991) theory of
planned behavior (TPB). To obtain greater understanding of the relationships between
branding effect and tourists' attitudes, five sub-hypotheses

(Hla,

Hlb, HIC,HI^, and Hle)

were added to examine branding effect on each of the attitudinal determinants separately.
2. Tourist characteristics (socio-demographic, travel details, and information
sourcing) and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes (prior behavior, behavioral intention,
affective attitude, subjective norm, and perceived behavioral control).

This assumption was tested to verify the impact of Tourist Characteristics and

CBBETD Scale on each determinant of Tourists' Attitudes. Five sub-hypotheses (Hza,
Hzb, HZC,Hzd, and Hze) were added to examine the relationships among Tourist

Characteristics, CBBEirD Scale, and Tourists' Attitudes Scale. The results and findings
were expected to provide destination hosts with managerial implications for generating
positive response from target audiences.
In sum, the above hypotheses and sub-hypotheses aimed to observe and account
for branding effect on tourists' attitudes toward the proposed destination (Tamshui,
Taiwan). See Figure 1- 1. In addition, the results and finding also provided a greater
understanding of the relationships between or among factors of CBBETD Scale and

Tourists' Attitudes Scale.

Definition of Terms
Independent Variables
Theoretical Definition
Based on Aaker (1991, 1996) and Keller's (1993,2001, 2003) propositions of
brand equity, the independent variables were adapted from Konecnik's (2006a) scale
model of Customer-Based Brand Equity for a Tourism Destination (CBBETD). Four
dimensions were proposed: brand awareness, image, perceived quality, and brand loyalty
(Konecnik, 2006a). The dimension of brand awareness refers to the extent of brand
recognition or brand recall in the target market (Aaker, 1991; Kapferer, 1998; Keller,
1993,2003b). The dimension of image is affected by brand associations and retained in
customers' minds (Keller, 1993, 2003b). The dimension of perceived quality represents

the extent of brand superiority based on customers' judgment of brands. Additionally,
the dimension of brand loyalty serves as the central point of brand equity (Aaker, 1991,
1996) and is seen as the customer's behavioral or attitudinal perspective toward the brand
(Oliver, 1996). Based on the attribute-based uniqueness, these four dimensions are
necessary for a strong brand construct in the destination branding process.

Customer-Based rand Equity for a
Tourism Destination (CBBETD)
Brand Awareness
Image
Perceived Quality
Brand Loyalty

Tourist Characteristics

4

Socio-Demographic: gender, age, marital
status, education level, residential region, and
occupation
Tourist Travel Details: travel experiences,
companion, expenditure, and length of stay
Information Sourcing: tourism information
sourcing about all Taiwan's destinations and
about Tamshui

v
Tourists' Attitudes
Prior Behavior
Behavioral Intention
Affective Attitude
Subjective Norm
Perceived Behavioral Control

Figure 1-1. Schematic model of variables in the study.

Operational Definition

The measurement of brand performance was borrowed from Konecnik's (2006a)

CBBETD Scale. The four dimensions of brand awareness, image, perceived quality, and
brand loyalty were proposed to measure the overall performance of destination brands.
Considering the specific situation of the research setting (Tamshui, Taiwan), the
researcher constructed a 35-item scale using a 5-point Likert rating (the range is from 35
to 175 points).

Dependent Variables
Theoretical Definition

The dependent variables are Tourists' Attitudes. These were measured by three
determinants that influence individuals' behavioral intentions in Ajzen's theory of
planned behavior (1985, 1987, 1991). The determinant of affective attitude refers to the
extent of an individual's favorability to one particular object or event. The determinant
of subjective norm represents the individual's perceptions of social pressures or social
norms in acting the behavior. And the determinant of perceived behavioral control is
seen as the individual's realization about difficulty or personal ability in doing the
behavior. Altogether, the determinants of affective attitude, subjective norm, and
perceived behavioral control may combine to influence the extent of individuals'
behavioral intentions toward one specific object or event, and further determine the
direction of acting the behavior (Ajzen, 1985, 1987, 1991).

Operational Definition
In practice, the measures of Tourists' Attitudes were adapted from Kassem and
Lee's (2004) attitudinal scale model. Prior behavior, behavioral intention, affective
attitude, subjective norm, and perceived behavioral control sub-scales (Kassem & Lee,
2004) were used to assess the tourists' overall attitude toward Tamshui, Taiwan. Since
this adapted instrumentation was not used in prior destination research, the final items
were modified to fit the purpose of the present study. There were 16 items to be
measured on a 7-point semantic differential and Likert-Like rating (the range is from 16
to 112 points).

Contextual Variables
The researcher developed Tourist Characteristics items to examine sociodemographic characteristics, travel details, and tourism information sourcing. Ten
measured items of Tourists' Characteristics were to obtain background information such
as age, gender, marital status, residential status, educational level, occupation, travel
experience, travel expenditure, length of stay, and number of tow companies. These
demographics were collected from both the first-time and repeat tourists at Tamshui,
Taiwan. In reference to the annual surveys by Tourism Bureau of Taiwan (2005,2006)
and Bieger and Laesser's (2002,2004) data analysis, two measured items were added to
identify methods of tourism information search about general and specific destinations.

Assumptions
Research of destination brands and branding started to flourish in the late 1990s
(Ritchie & Ritchie, 1998). However, branding has been largely product-based and its use
has been insufficient in the tourism industry. There is a need to establish a
multidimensional approach to appropriate brand construct and effective destination
branding. Toward this end, this study set out to explore and explain major factors that
impact the construction of a successful destination brand from both the managerial and
customer-based perspectives.
From the managerial point of view, the importance of marketing communications
and branding strategies lies in a successful branding function to bring out the desired
image in tourists' minds. Fakeye and Crompton's (1991) image-information evolution
and Bieger and Laesser's (2004) analysis of tourism information sourcing provide insight
into factors influencing tourists' attitudes toward one specific destination brand. The
belief-based theory of planned behavior (Ajzen, 1985, 1987, 1991) has furnished
cognitive and affective perspectives for the construction of a customer-based conceptual
model on tourists' attitudes toward destination brands.

In sum, the underlying assumption of this study is that appropriate brand construct
and branding targeted at tourist characteristics can lead to positive attitudes toward one
specific destination brand. A well-rounded study should blend both managerial and
customer-based perspectives into its conceptual framework to analyze branding effect
and destination performance.

Justification
A review of literature exhibits that the present study has been a laudable attempt
in tourism research in that it has contributed an integral conceptual model and a
quantitative instrumentation for evaluating destination performance in terms of tourism
branding and tourists' attitudes thereto. The study was conducted at Tamshui, Taiwan
where research has lagged behind the rapid tourism development.
According to previous studies (Kaplanidou & Vogt, 2003; Konecnik, 2004,
2006a, 2006b; Ritchie & Ritchie, 1998), a multidimensional framework is necessary to
support the applicability of a methodological instrumentation for destination evaluation.
The present study built such a framework, whose reliability and validity were confirmed
by data analyses found in Chapter IV.
Taiwan has been trying to tap its natural resources and cultural attractions to
become a major international destination. There has been a need for a systematic
approach for its brand construct and branding process. Thus, this study should be a
constructive addition to that endeavor.

Delimitations and Scope
1. The geographic location and setting was limited to Tarnshui, one of the most famous
tourism destinations in Northern Taiwan. This may curtail the generalizability of the
findings.
2. The intercept survey was constrained to a period of ten days.
3. Respondents were limited to tourists on site, and prospective visitors were left out of
the study.

4. Participants were directly approached and verbally invited for survey interviews.

5. Participants were 18 years or older in the intercept survey of the study.
6. Participants had to be able to fluently write, read, and speak Chinese to complete the
questionnaire.

Summary
This chapter produced a briefly introduction to the brand construct, branding
effect, and the importance of tourists' attitudes. It also exposed the lack of a
multidimensional theoretical framework in researching destination management and
assessment. The section explained the current study purpose, defined major terms and
variables, established research assumptions, and justified the necessity of the current
research effort. Additionally, research limitations were presented as recommendations
for future scholarly inquiries.
Chapter II reviews existing theoretical literature and supporting evidence, which
leads to the establishment of an integral conceptual framework. Chapter III illustrates the
research methodology, and Chapter IV analyzes the survey data. And interpretations,
theoretical and practical implications, conclusions, limitations, and recommendations for
future research can be found in Chapter V.

CHAPTER I1
LITERATURE REVIEW, THEORETICAL FRAMEWORK, RESEARCH
QUESTIONS, AND RESEARCH HYPOTHESES
Introduction
The purpose of this chapter is to analyze current literature, theoretical and
empirical alike, and explain the role of destination branding in changing tourists'
attitudes. A review of literature has discovered the lack of a conceptual framework,
which has hindered the evaluation of branding effects upon tourists' attitudes toward
destination brands.
Previous research suggests that destination branding may have a positive impact
on the interrelations between branding components, thus being able to influence tourists'
cognitive and affective response to brand promotions. Ajzen (1985, 1987, 1991) pointed
out that attitude, subjective norm, and perceived behavioral control combine to influence
the individuals' decision-making in acting one specific behavior. The present study has
proposed an integrated research framework that incorporates Ajzen's theory of planned
behavior (TPB) into Aaker's (1991) conceptual model of brand equity, and Keller's
(1993, 2001, 2003b) customer-based brand equity (CBBE). To formulate an integral
model, research measures were adapted from reviews and analyses of destination
evaluation (Konecnik, 2006a), tourist characteristics (Bieger & Laesser, 2002, 2004;
Tourism Bureau of Taiwan, 2005,2006), and the attitudinal scale model (Kassem & Lee,
2004). The research questions and hypotheses are structured within this framework with
an aim to capture and explain change, if any, of tourists' attitudes toward destination
brands.

Review of Literature
Branding and Destination Brands
The Meaning of a Brand
What is the meaning of a brand? How is a strong brand built? Why is branding
important to marketing products and services? When a consumer considers two brands,
he or she carefully reviews their contents and packages. If the two brands are similar, it
is harder to make a decision about which one to purchase. This scenario indicates the
importance of a brand's construct that must be distinct from those of its competitors so
that it is more likely to be spotted and chosen.
Aaker (1991) viewed the concept of brands as "a distinguishing name and/or
symbol intended to identify the goods or services of either one seller or a group of sellers,
and to differentiate those goods or services from those of competitors" (p.7). Kotler and
Gertner (2002) saw branding as a process to bring out the meaning of a brand, that is, to
plant a favorable image of the said brand in the minds of target customers. The objective
of branding, they noted, is letting "brands incite beliefs, evoke emotions and prompt
behaviors" (p.249). In today's increasingly competitive tourism market, destination
branding can serve as an effective way of building successful tourism images and
marketing programs (Morgan & Pritchard, 2002; Morgan, Pritchard, & Piggott, 2002;
Srikatanyoo & Gnoth, 2002). It is also important to note that branding approaches should
vary in focus to accommodate the unique specifications of different destination sites.
Branding involves naming the product and tracking consumers' response to
marketing activities for the branded product (Keller, 2003b). Although scholars differ in
their opinions and emphases about how to structure brand construct, their consensus has

been to establish a holistic perspective for conceptualizing the meaning of brands (Aaker,
1991, 1996; Hsieh & Lindridge, 2005; Keller, 1993, 2003b). They agree that the creation
of functional and symbolic attributes is essential to brand construct, and such a creation
must live up to both managerial and customer-based expectations (de Chernatony, 2001;
de Chernatony & DalI'OImo Riley, 1998; Keller, 1993, 2001, 2003b; McEnally & de
Chernatony, 1999). This brings into play the concept of brand equity.
Brand equity. Aaker (1991) introduced his model of brand equity as "a set of
brand assets and liabilities linked to a brand, its name and symbol" (p. 15). He argued
these assets and liabilities will "add or subtract from the values provided by a product or
service to a firm and/or to that firm's customers" (p. 15). Aaker's model consists of five
components: brand loyalty, name awareness, perceived quality, brand associations, and
other proprietary assets (1991, 1996). He pointed out that a good branding strategy
should concentrate on attempts to achieve name awareness, perceived quality, and brand
association in order to win high loyalty to the brand product. Brand loyalty, he added,
can strengthen the other components of brand equity and increase the brand's
competitiveness on the target market (Aaker, 199 1, 1996).
Emphasizing customer-based brand equity (CBBE),Keller (1993,2001,2003)
affirmed brand loyalty as the result of achieving the other four brand assets. He
emphasized that the basis of brand loyalty is to retain current customers and attract new
customers (1993). Lin and Kao (2004) reaffirmed brand loyalty as "the outcome of
satisfied first-time purchase experience" (p. 38).
According to Aaker (1991) and Keller (1993), the components of brand awareness
and brand association are strongly linked to each other. Their characteristics are evoked

through the attachment of symbolic attributes to the physical objects. The functions, such
as names, logos, or symbols, are to differentiate the brand from competitors while name
awareness stimulates customers' responses of brand recognition and recall. Keller
(2003b) later found that a useful brand association can communicate with target
audiences effectively and arouse affective response. Lin and Kao (2004) agreed that
brands capable of triggering customers' recognition and recall have a greater chance to be
ascribed into the final purchasing decision.
Aaker (1991) said that a well-structured brand may become an evoked (choice)
set through the attachment of symbolic attributes. Such a set of action invoked in the
customer will motivate him to like the specific brand and eventually purchase its
representative products. This is because, Aaker argued, a well-performing brand owns
superior quality, which affects customers' perceptions, attitudes, and behaviors toward it.
Aaker (199 1) also suggested that standard procedures of quality inspection be in place to
maintain the stability of product quality.
Finally, other brand assets, such as "patents, trademarks, and channel
relationship", should follow to protect and retain the competitiveness of the brand (Aaker,
199 1, p. 2 1). In an intense market competition, these proprietary features are becoming
increasingly important because some brand values are easily copied or eroded. These
symbolic attributes may effectively protect brands by differentiating them from the
"copycats" (Aaker, 1991).
Although Aaker's proposition has provided guidance for structuring the context of
brands, there has been a lack of empirical evidence to support his proposition, according
to de Chernatony (1993) and Randall (2001). Randall pointed out that the term "brand

equity" may be inappropriate because Aaker's conceptual model is no different from
other prevailing "marketing models" (2001, p. 23) and it fails to offer a reliable and
effective way to measure brand performance. Randall suggested that the customer-based
perspective should also be considered during the branding process, which, however, was
from Aaker's proposition.

Customer-based brand equity (CBBE). Keller (2003) put forward a conceptual
model of customer-based brand equity (CBBE), which highlights "the differential effect
that brand knowledge has on consumer response to the marketing of that brand" (p. 60).
He contended that well-informed consumer response is a true reflection of the brand's
distinguishing position in the market, and knowledge of such reaction is critical to
building a strong and successful brand. Keller went on to propose a bottom-up CBBE
model with six building blocks (Figure 2-1). Brand salience, brand performance, and
brand imagery constitute the foundation of brand construct, in which the brand needs to
establish its own identity and meaning with consumers. Brand salience is transmitted to
the target market if the recognition and recall functions of brand awareness are effective.
Next, consumer judgments and feelings tend to be positive once brand reliance is
transmitted and received. In using appropriate brand associations, brand performance,
and imagery can exert greater influence on customers' response (Keller, 2003). In other
words, an abstract or symbolic brand can be humanized by acquiring unique features and
fostering customers' positive judgments and affective feelings. Keller further suggested
that quality, credibility, consideration, and superiority must exist in the foundation, or
else a positive cognition is out of the question.

On the top tier is brand resonance where the frequency and amount of product
purchases show the extent of customers' attitudinal attachments, brand affiliations, and
active engagements to the brand (Keller, 2003). This is also the stage in which a
prolonged relationship is developed between the brand and its loyal customers. Overall,
Keller's CBBE model depicts an order of precedence for structuring and managing brand
construct. It provides brand managers with consumer feedback into further improving
branding measures.
In sum, Aaker's (1991) brand equity has laid a managerial foundation for
differentiating the meaning of brands. He emphasized brand loyalty as the paramount
goal of achieving name awareness, perceived quality, brand associations, and other
proprietary assets. Keller's CBBE model offers a supplementary approach that focuses
on the customer perspective (2003). He attached great importance to customer feedback
as a way to evaluate and improve brand performance.
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Figure 2-1. The customer-based brand equity pyramid.

Note. From "Strategic Brand Management: Building, Measuring, and Managing Brand
Equity, " by K. L. Keller, 2003, p. 99. Upper Saddle River, NJ: Pearson Education.
Reprinted with permission of the author.

Uniqueness of Destination Branding
The aim of destination branding is to accentuate the uniqueness of a tourism
brand and present a favorable image of the brand to the target market (Cai, 2002).
Destination branding had been largely ignored prior to the 1990s (Ritchie & Ritchie,
1998), but in recent years it has become a favored mechanism of transmitting brand
messages to selected customers (Morgan & Pritchard, 2002; Morgan, Pritchard, &
Piggott, 2002; Srikatanyoo & Gnoth, 2002). Based on Aaker's (1991) Brand Equity,
Keller's (1993,2001, 2003) customer-based brand equity, and Upshaw's branding model
(1995). destination branding is a process of building functional and symbolic attributes

into the brand construct in order to provide visitors a memorable experience (Ritchie &
Ritchie, 1998).
From the managerial perspective, Upshaw (1995) proposed a two-dimensional
approach to evaluate the performance of brand equity. First, brand value is measured by
its financial performance. Managers are responsible to identify the major factors to
revenue (Ritchie & Ritchie, 1998; Upshaw, 1995). Second, Upshaw emphasized the
importance of both brand positioning and brand personality in establishing the brand
image. He described this process as the "DNA configuration" of a brand that provides
customers with incentives to buy a specific brand product (Upshaw, 1995, p.15).
Upshaw's "lexicon of branding" (1995, p. 14) may provide a supplementary
customer perspective to assess the construct of brands. In this proposition, brand identity
constitutes the core of a brand, around which are brand equity, brand positioning, brand
personality, brand essence, brand character, brand soul, brand culture, and brand image.
Brand identity serves as the bridge between customers and these brand elements.
Through brand identity, customers are able to perceive the entire brand value or quality
and develop a unique image of the brand in their minds. Brand managers should seize
the opportunity to simulate customers' response to other branding elements.

In observing Upshaw's proposition, Ritchie and Ritchie (1998) introduced the
concept of brand valuation. They described brand equity as "the total accumulated value
or worth of a brand" (p. 4). They believed that brand value will financially reward the
brand owner. Brand elements, such as brand positioning, brand personality, and brand
image, will build into customers' perception of the brand. As a result, these implied

benefits may further influence customers' decisions to purchase a particular brand
(Ritchie & Ritchie, 1998).
Applying Aaker's (1991) brand theory, Ritchie and Ritchie (1998) construed the
destination brand as:
A name, symbol, logo, word mark or other graphic that both identifies and

differentiates the destination; furthermore, it conveys the promise of a memorable
travel experience that is uniquely associated with the destination; it also serves to
consolidate and reinforce the recollection of pleasurable memories of the
destination experience (p. 17).
In short, tourists' experience and memory determine the performance of a
destination brand. Branding used in tourism is aimed to distinguish one travel destination
from others and to plant an inimitable image of the specific site in the minds of target
tourists. For brand managers, uniqueness can be achieved by applying Aaker's (1991,
1996) specifications of functional and symbolic attributes to evoke name awareness and
brand association. Ritchie and Ritchie (1998) emphasized that any reflection of a brand
image must conform to the reality of the said destination, otherwise, visitors may feel
disappointed and even cajoled. Any such discontent can result in less brand equity and
revenue, they warned.
From the customers' point of view, destination hosts must keep their
commitment to delivering anticipated experience to visitors (Ritchie & Ritchie, 1998). In
selecting attributes, destination managers need to consider tourists' expectations to shape
the construct of their brand products. Toward this end, Upshaw (1995) presented a model
for screening brand elements and assessing branding functions by studying customers'
response to a particular product brand.

Kaplanidou and Vogt (2003) combined and adapted Aaker's (199 1, 1996) and
Upshaw's (1995) proposals and constructed a conceptual model of destination branding
(See Figure 2-2). Their proposed model resembles Upshaw's "lexicon of branding"
(1995, p. 14) in that the goal of brand identity is to transmit the entire brand value to the
target market. They insisted that brand image can be identified by brand reputation and
customers' perceptions. And the attributes of culture, brand essence (brand soul), and
brand personality are stimuli to link a destination's symbolic associations or evoked
(choice) sets to the visitor's self-expression. Finally, the role of these symbolic attributes
deserves a full play to make the desired destination stand as far out from competing
brands as possible (Kaplanidou & Vogt, 2003).
From literature review, Hankinson (2004a) summarized four groups of "brand
conceptualization" in destination branding (p. 110). The interpretation of "brands as
perceptual entities" triggers the consumers' response to purchase destination offerings
(p. 109) because brand associations are evoked to strengthen the visitor's personal
attachment to the specific destination. The view of "brands as communicators" (p. 109)
secures a market niche by reinforcing a destination's brand identity with a unique name,
logo, and symbol. The concept of value enhancers calls for a true payback of tour plan
values while visitors are experiencing the destination. Lastly, customer relations can
help site hosts establish their niche in the marketplace and further reinforce their brand
image. Based on these observations, Hankinson suggested a service-like nature of a
brand.
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Figure 2-2. Elements of branding.
Note. From "Destination Branding: Concepts and Measurement," by K. Kaplanidou and
C. Vogt, 2003, p. 3. The,paper is a result of the collaboration between Travel Michigan
and Michigan State University - Department of Park, Recreation and Tourism Resources.
Reprinted with permission of the authors.

Hankinson (2004a) argued that those brand concepts alone may not lead to the
development of destination brands. He further proposed a relational network model as an
add-on to the process of destination branding. He functionally stretched the relations
between primary services, brand infrastructure, media and communications, and the
consumer from the core brand to form a brand network. These relations, he suggested,
can provide extended interactions between destination's stakeholder groups (Hankinson,
2004a). Particularly, the brand reality, as played out in the interactions, can help
managers and marketers assess destination situations and approach the effectiveness of
their branding efforts (Hankinson, 2004a; Prideaux & Cooper, 2002).
On the other hand, Hankinson (2004a) discovered that "each relationship extends
and reinforces the reality of the core brand through consistent communication and

delivery of services" (p.116). The service relationship is to ensure consistency between
sustained service quality and visitors' expectations. For instance, destination hosts can
increase the accessibility of the site as a way to promote service infrastructure and
enhance tourists' experience. Media promotions and communications, Hankinson
stressed, must present a consistent message true of the brand identity in the target market.
It is important to transmit the actual image of a destination through effective channels.
The customer relation as a whole should include an extensive relationship with the
stakeholder groups, such as local community and organizations, destination employees,
and target audiences. This collaboration, Hankinson believed, will pump a diversified
input into destination development and planning in an effort to eliminate conflicts among.
stakeholders and improve brand values.
A recent major study to apply the concept of brand equity to tourism was
conducted by Konecnik (2006a), who proposed a model of destination evaluation based
on customers' perceptions. In the CBBETD conceptual model, brand awareness, image,
perceived quality, and brand loyalty were treated as dimensions on which branding
effects were measured through tourists' perceptions of destinations.
Konecnik (2006a) viewed the dimension of brand awareness as the extent of
brand recognition and recall of brands. She added to it the aspect of "brand familiarity".
She adopted Keller's (1993,2003) brand image as the second dimension, also a very
important one, because she viewed brand image as the perceptual linkage between brand
associations and the brand. The third dimension of perceived quality referred to
customers' judgment about the superiority of brands. And brand loyalty was considered
the core of brand equity and conceptualized as different levels of attitudinal phase toward

the brand. Konecnik's (2006a) CBBETD conceptual model provided a multidimensional
perspective as the research foundation to approach the brand construct and branding for
destination evaluations.
In sum, the above propositions developed from the concepts of brand equity
(Aaker, 1991; Keller, 1993,2003) and branding (Upshaw, 1993, and created a
theoretical transition to the branding of tourism products. Kaplandiou and Vogt (2003)
proposed a model of brand leveraging to reshape site functions because these
functionalities are the primary determinants for prospective visitors' destination choices.
Hankinson's (2004a) model of relational network focused on brand reality and provided a
multifaceted approach to improve destination and brand management. Konecnik's
(2006a) CBBETD conceptual model was a laudable attempt to apply in tourism research
the marketing concepts of brand equity (Aaker, 1991, 1996; Keller, 1993,2001,2003b)
and branding (Upshaw, 1995).

Marketing Communications with Target Destination Markets
Tourism destinations tend to be more intangible or abstract because travel
experiences cannot be processed or evaluated before purchasing (Awaritefe, 2003;
Fakeye & Crompton, 1991). Thus, marketing communications has become ever
important for destinations to promote their brand identity and brand image to target
audiences (Fakeye & Crompton, 1991).
Destination hosts can promote projected brand images to the target market. Hunt
(1975) suggested that different natures of destinations may have different approaches of
destination attractiveness in marketing planning and advertising proposals. Kotler and

Gertner (2002) specified that destinations can use logos in commercial advertisements,
promotional materials and associated product packages to present consistent
communications to the target market. On the other hand, brand messages or information
as the form of brand knowledge may facilitate memory reinforcement to prospective
visitors (Keller, 2003; Mill &Morrison, 1985). Thus, destinations must focus their
efforts on using both available and induced resources to develop the most effective
communications with target audiences.
Based on Gunn's (1988) proposition of evolving brand images (organic, induced,
and complex), Fakeye and Crompton (199 1) proposed that image promotions can be
developed through informative, persuasive, and reminding messages. During the
informative stage, the formation of organic image is dependant on the exposures of
general information sources, such as newspapers, magazines, television, or other media
(Gunn, 1988). This informing process coincides with name awareness for promoting
brand recognition and brand recall (Aaker, 1991; Keller, 1993,2001,2003b). Fakeye &
Crompton (1991) insisted that effective informing can impress prospective visitors with
brand messages in their minds. According to Hunt (1975), natural attractions and cultural
events, pleasant climate, and friendly people are the best information to use to promote
organic images because such attributes can stimulate potential visitors' affections of
destinations. Furthermore, a successful establishment of organic images helps advance
destination brands into the list of vacation selections (evoked sets) (Fakeye & Crompton,
1991). See Figure 2-3.
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Figure 2-3. Relationships between three evolving images and three-stage image
promotions.

Fakeye and Crompton (1991) believed that persuasive promotions can be
achieved by the use of commercial advertisements or posters to motivate potential
visitors to choose a specific destination. Thus, this stage helps prospective visitors refine
their perceptions of brand images (Goodrich, 1978). This is also where induced images
form by the comparison of organic images, word of mouth, and marketing promotions
(Fakeye & Crompton, 1991). Consistency between the organic and induced images is
essential to a refinement of destination choices.
According to Fakeye and Crompton (199 I), the reminding promotion is to retain
the image in visitors' minds, which may lead to repeat visits. The complex image forms
after visitors have travel experiences to judge and help readjust the destination brand
(Fakeye & Crompton, 1991). Just as the complex image can change by the frequency of
visitation, travel experiences can influence visitors' original perceptions or attitudes
toward the destination (Pool, 1965). Thus, the induced image evolves to a complex
image due to the development of personal attachment to the place (Mishler, 1965).

Therefore, a successful image promotion at this stage lays the groundwork for brand
loyalty through positive reminders (Fakeye & Crompton, 1991).

In view of the above three types of image formation, identifying tourists' pre- and
post-information sourcing, Bieger & Laesser (2004) noted, may alternatively provide
destination hosts a thoughtful loop to seek effective communication channels. Some
marketing researchers (Beatty & Smith, 1987; Duncan & Olshavsky, 1982) emphasized
the importance of pre-information searching. But this focus is not sufficient to approach
the nature of destination brands and branding, according to Bloch, Sherrell, and Ridgway
(1986). They proposed a deeper comprehension in building the paths of information
search. See Table 2- 1. Bloch, et al. (1 986) used determinants, motives, and outcome to
demonstrate the differences between pre- and post-information searching. They argued
that post-information searching is the extension of the pre-information quest. Therefore,
the main difference between pre- and post-purchase behaviors is the influencing extent of
purchase involvement and product involvement on the customer (Bloch, et al., 1986).
With respect to tourists' pre-expectation and post-experience, tourists' attitudes
toward the paths of tourism information may have different approaches. Bieger and
Laesser (2004) used a psychological1motivational approach, economics approach, and
consumer information processing approach to analyze behavioral differences between
pre- and post-tour information sourcing. They found that the identification of
information sourcing can assist in marketing segmentation and improve marketing
strategies and communications. Furthermore, this approach can also provide
opportunities for destination hosts to retain or strengthen brand differentiation and
competitiveness in the target market. On the other hand, most destination products and

services are featured as intangible and simultaneous production and consumption (Ritchie
& Ritchie 1998). In approaching the satisfaction-oriented services, destination hosts need

to realize that the quality of service delivery is substantial for meeting visitors'
expectations and requirements. Thus, the proposition of service quality (SERVQUAL)
(Parasuraman, Zeithaml, & Berry, 1985, 1988, 1991) provides a direction for establishing
a satisfactory tourism environment.

Table 2- 1

A Framework for Consumer Information Search
Dimensions/Perspectives
Determinants

Prepurchase Search
Involvement in the

Ongoing Search
Involvement with the product

purchase

Market environment

Market environment

Situational factors

Situational factors

Motives

To make better purchase decision

Build a band of

Experience fun

information for

and pleasure

future use

Outcomes

'

Increased product and

Increased product and market

market knowledge

knowledge leading to:(l) future

Better purchase decision

buying efficiency (2) personal

Increased satisfaction with

influence

the purchase outcome

Increased satisfaction from
search and other outcomes

Note. From "Consumer Search: An Extended Framework," by P. H. Bloch, D. L.
Sherrell, and N. M. Ridgway, 1986, Journal of Consumer Research, 13(1),p. 120.
Reprinted with permission of the authors.

Service Quality (SERVQUAL)
Parasuraman, et al. first introduced the model of SERVQUAL in 1985. By
emphasizing reliability, responsiveness, and assurance, they anticipated service delivery
to be consistently dependable, efficient, and trustworthy. They also called for services to
be caring and customized so as to cater to different needs and requirements. Pizam and
Ellis (1999) noted that visitors always construct their minimum acceptance of what they
will perceive from destination visits. They stressed that destination hosts must
comprehend these primary requirements and standards, and it is appropriate to maintain a
few unique attributes for destination differentiation.

In brief, Fakeye and Crompton (1991) adopted Gunn's (1988) three-stage model
of image promotion to the field of tourism research to give destination hosts control over
evolving images in different target markets. They emphasized the induced image as the
turning point to reverse an unfavorable brand image if visitors can personally experience
the excellence of service quality. Bieger and Laesser's (2004) pre- and post-tour
information sourcing also provided a supplement for image promotions and marketing
communications. The focus of SERVQUAL (Parasuraman, et al., 1985, 1988, 1991)
provides destination managers with practical guidance to process the quality of
destination products and services. The establishment of unique destination image,
supported by quality and brand value, plays an important role in implementing
destination commitments and communications with target markets.

Empirical Branding Studies

In evaluating destination performance or destination development, the term
"brand image" has been widely used to characterize the overall performance of brands

(Awaritefe, 2004; Baloglu, 2000; Chon, 1990; de Chernatony, 1999,2001; de Chernatony
& McWilliam, 1989; Echtner & Ritchie, 1993; Fakeye & Crompton, 1991; Foley &

Fahy, 2004; GUM, 1988; Hankinson, 2004a, 2004b, 2004c, 2005; Hunt, 1975;
Kaplanidou & Vogt, 2003; Keller, 1993,2001, 2003b; Kleppe, Iversen, & Stensaker,
2002; Konecnik, 2004,2006a, 2006b; Morgan, et al., 2002; O'Loughlin, Szmigin, &
Turnbull, 2004; Randall, 2001; Ritchie & Ritchie, 1998). As Hunt noted, different
methodologies and factor identifications bring "interesting" comparisons in pursuing a
positive image (1975, p. 2). However, the lack of an integral framework has impeded
destinations from identifying their performance deficiencies. A literature review is
necessary on empirical studies in hope of finding an appropriate measurement of
destination branding.
Measurement of destination branding. Fakeye and Crompton (199 1) conducted
an exploratory study to identify determinants of image promotion while applying the
three-stage evolving images (Gunn, 1988). They examined the effects of staying length
and travel distance on visitors' image of destinations. They found that some attributebased factors, such as nature and cultural amenities, accommodations, and transportation,
might have misled potential visitors' expectations during informative promotion because
there was no significant rating from first-time and repeat tourists. This misleading
organic image, they argued, may negatively impact tourists' level of satisfaction. Fakeye
and Crompton further pointed out that "informative promotion was likely to be most

effective at the organic image stage, persuasive promotion most critical at the induced
image stage, and reminding promotion most useful at the complex image stage" (1 991, p.
15).
Their research results showed that there were significant differences (p < .05)
between visitors and non-visitors in response to social opportunities and attractions,
natural and cultural amenities, accommodations and transportation, infrastructure, foods,
and friendly people, and bars and evening entertainment. Fakeye and Crompton (1991)
concluded that their findings may have exposed the extent of visitors' dissatisfaction.
They suggested that a longer stay help visitors gain a deeper impression and a more
thorough experience of destinations. This sort of place attachment may improve or
promote the image (brand) components (Fakeye & Crompton, 1991). Furthermore,
geographical locations may also influence visitors' perceptions of infrastructure, foods,
and friendly people of the respective destination. This is in agreement with Hunt (1975)
who discovered that geographical distance is a factor influencing the formation of
destination images.
However, most studies failed to fully examine the determinants of destination
branding or identify the interrelations between brand components (Caldwell & Freire,
2004). Based on the research question of - "whether there is any difference in branding
distinct types of destinations" (p. 5 I), Caldwell and Freire conducted an exploratory
study to identify the determinants of destination branding. They fnrther investigated the
impact of nationality on tourists' perceptions of different levels of destinations.

In adapting de Chernatony and McWilliam's (1989) brand box model, Caldwell
and Freire (2004) observed that different levels of destination sites adopt different

approaches in selecting or distributing the functionality and representationality attributes
for branding. With respect to the functional attributes, they found that the focus is on
enhancing customers' response of brand recognition and brand recall (Aaker, 1991; de
Chernatony & McWilliam, 1989; Keller, 2003b). And the representational attributes are
focused on linking evoked (choice) sets or brand associations to the target audience
(Aaker, 199 1). See Figure 2-4.
Caldwell and Freire (2004) discovered that the country-level destinations intend
to have more functional attributes than region- and city-level destinations. In contrast,
regions and cities have a higher tendency to utilize the representationality attributes.
Moreover, the factor of nationality appeared significant (p < .05) to influence
distributions of both functionality and representationality attributes. Caldwell and Freire
noted that the trend of fashion may have potentially influenced the brand images of
regions and cities, but the images of countries are less influenced by this symbolic factor.
However, they admitted that the convenience sampling they had used might not be the
most appropriate methodology, and the extent of familiarity of destinations might also
have limited the research generalizability of their findings. Therefore, they suggested
that respondent groups are best to be selected from two different geographic markets
(Caldwell & Freire, 2004).
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Figure 2-4. de Chernatony's brand box model.

Note. (I) From the original source of "The strategic implications of clarifying how
marketers interpret brand," by L. de Chernatony and G. McWilliam, 1989, Journal of
Marketing Management, 5(2), p. 166., adapted with permission of the author. (2) From
"The differences between branding a country, a region and a city: Applying the brand
box model," by N. Caldwell and J. R. Freire, 2004, Journal of Brand Management, 12(1),
p. 53. Reprinted with permission of the authors.
Konecnik (2006a) used the CBBETD Scale in her exploratory study to investigate
tourists' perceptions of Slovenia's image as a tourism destination. Employing four
dimensional scales (brand awareness, image, perceived quality, and brand loyalty), all
measure items were found appropriate and reliable to evaluate destination performance.
Konecnik's (2006a) dimensional CBBETD Scale deserves further testing in different
geographic markets. See Table 2-2.

Table 2-2
Conceptual Models of Brand Equity and Proposed Measures
Models
Brand Equity

Theoretical Focus
1. Brand Awareness

Aaker, 1991, 1996 2. Perceived Quality

Proposed Measures
7 Dimensions (with 10 Sub-Scales)
I.

Satisfaction/Loyalty)

3. Brand Associations
4.

Loyalty

Loyalty (price Premium,

2. Perceived QualityLeadership
(Perceived Quality,

5. Other Assets

LeadershipPopularity)
3. Esteem
4.

Associations/Differentiation

(Perceived Value, Personality, and
Organization)

5. Differentiation
6. Awareness (Brand Awareness)

7. Market Behavior (Market Share,
Price and Distribution Indices)
Customer-Based

Four Steps:

Measures for Customers' Midsets

Brand Equity

(I) Establishing the Proper Brand

1. Awareness (Recognition, Recall,

(CBBE)

Identity; (2) Creating the Appropriate

Corrections for Guessing,

Keller, 2003

Brand Meaning; (3) Eliciting the Right

Strategic Implications)

Brand Responses; and (4) Forging

2. Image (Scaling Considerations,
Other Approaches)

Appropriate Brand Relationships with
Customers.

3. Brand Responses (Purchase
Intentions)

Six Brand Building Blocks:
(1)Brand Salience; (2) Brand

4.

Brand Relationships (Behavioral

Performance; (3) Brand Imagery;

Loyalty, Brand Substitutability,

(4) Brand Judgments; (5) Brand

Other Brand Resonance

Feelings; and (6) Brand Resonance.

Dimensions)

Customer-Based

Adapting from Aaker and Keller's

Measures of the CBBETD Scale:

Brand Equity for

propositions of brand equity:

1. Awareness

a Tourism

I. Awareness

2. Image

Destination

2. Image

3. Perceived Quality

(CBBETD)

3. Perceived Quality

4. Loyalty

Konecnik, 2006a

4. Loyalty

In sum, Aaker's (1991, 1996) Brand Equity and Keller's (2003) CBBE model lent
Konecnik a theoretical .edge in formulating her CBBETD Scale to evaluate destination
performance. Different from Aaker's and Keller's propositions, her proposed dimensions
combines both managerial and customer-based perspectives in the scale measurements.
Konecnik's model seems feasible in that its measurable items fit h with the nature of
destination brands and thus help effectively identify the major factors and substantial
relationships in building and evaluating a unique destination brand.

Tourists' Attitudes
In psychology, the term "attitude" is categorized into a trio of affection, beliefs

and values, and cognition (Fishbein & Ajzen, 1972, 1975; Olson & Zanna, 1993). The
theoretical definitions may vary due to different research interests and study objectives
(Fishbein & Ajzen, 1975). However, it is commonly believed that the extent of
individuals' attitudes may have a correlation with their forwarding behaviors (Olson &
Zanna, 1993). Moreover, beliefs and values are supposed to offer "cognitive and
affective foundations" to the attitudinal determinants in identifying individuals'
considerations of behavioral decisions (Ajzen, 2006b, p. 7). Similarly, in responding to
acting or not acting one certain behavior, individuals use both affective and cognitive
perspectives to evaluate the situations or consequences of actualizing the behavior
(Fishbein & Ajzen, 1975).
While applying the term "attitude" to the research of destination branding, it is
necessary to understand the formation of tourists' attitudes. It has been found that

tourists use their "characteristics, preferences, and activities" (Gunn, 1988, p. 28) to
evaluate the total performance of destination brands.
First, in addition to the individual's favorability of one destination brand, the
individual may have considered other factors or situations that encourage or impede their
behavioral intentions to act one certain behavior (Fishbein & Ajzen, 1972, 1975).
Second, although the individual's interest or favorability is important to trigger the
further decision-making of destination choices, the evaluation of behavioral consequence
may provide the individual with a reference while considering the destination choice
(Fishbein & Ajzen, 1975). Third, past experiences and habitual behaviors may facilitate
or inhibit the individual to purchase one specific destination (Fishbein & Ajzen, 1975;
March & Woodside, 2005). However, researchers agreed that it would be very difficult
to identify the impact of habitual behaviors and prior experiences on tourists' attitude
(Fishbein & Ajzen, 1975; March & Woodside, 2005). The determinants of tourist's
attitudes may not be directly identified, but the formation of attitude-behavior and the
evaluation of tourist's pre-expectancy and post-experience may help investigate
influencing factors. As a result, identifying tourists' attitudes is necessary to improve the
appropriateness of destination brands and effectiveness of destination branding (Hyde,
2000).

The Formation of Attitude-Behavior
The theory of reasoned action (TRA) (Fishbein & Ajzen, 1975) was extended into
the theory of planned behavior (TPB)by Ajzen (1985, 1987, 1991). He proposed adding
perceived behavioral control to the analysis of how attitude and behavior are formed. In

TPB, behavioral intention is central to the model and represents the extent of the
individual's intentions to perform or not to perform one certain behavior (Ajzen, 1991;
March & Woodside, 2005).

In the affective aspect, the term "attitude" shows the individual's favorability to
objects, events, or other persons (Ajzen, 1991; Fishbein & Ajzen, 1972, 1975). The
cognitive aspect of subjective norms and perceived behavioral control help individuals
evaluate or judge situational conditions and consequences, such as the possibility or
difficulty to implement one particular behavior (Ajzen, 1991; Bandura, 1977; Fishbein &
Ajzen, 1972, 1975). Out of utilitarianism (Ajzen, 1991; Fishbein & Ajzen, 1972, 1979,
the individual tends to weigh the pros and cons as a basis of decision-making (Bandura,
1977; March & Woodside, 2005). To affirm consistency between personal value systems
and behavior, the individual may have to sacrifice his or her favorability to act a certain
behavior (Ajzen, 1991). The boundary of social norms and personal ability may
transgress the individual's affections and cognitions and contribute to the final intention
of making or not making a specific behavior (Ajzen, 1991). Behavior is seen as
"observable acts of the subject" (Fishbein & Ajzen, 1975, p. 13), but the act itself may be
inferred as the underlying attitudes, subjective norms, or behavioral intentions (Fishbein
& Ajzen, 1975). Overall, the TPB aims to approach the underlying factors that influence

individuals' intentions of acting one certain (Ajzen, 1991; Fishbein & Ajzen, 1972,
1975).
Although '4jzen's TPB (1991) facilitates a better comprehension of the attitudinal
construct, his model fails to consider variations from intention to the actual behavior.
Bagozzi and Nataraajan (2000) argued that TPB lacks the motivational aspect in

evaluating the actualization of one certain behavior. Thus, the theory owes an
explanation of the emotional affects in decision-making because goal achievement may
render individuals an intention to perform certain acts (Bagozzi & Nataraajan, 2000).
March and Woodside (2005) added aplanned/unplanned perspective in
examining the relationship between intentions and behavior. Their adapted theory of
planned behavior appears to supplement the deficiency of the TPB (Ajzen, 1991). By
planning, individuals have an opportunity to access the possible outcomes of an act
performed. March and Woodside (2005) claimed that individuals sometimes access the
object and make their decisions rationally. The actual behavior is interpreted by goalsetting or the plan, and the individual is capable of understanding his or her motives to
carry out a behavior. In other words, the informational reference is constructed under one
certain circumstance instead of retrieving from the human's memory. March &
Woodside also suggested that prior behaviors or experiences are not necessarily the
primary determinants of future decisions or behaviors, but the force of control is the
major factor to affect the frequency of performing a certain behavior. See Figure 2-5.

Attitude towards
the Behavior

Done Behavior

Done Behavior

A

v

Perceived
Behavioral Control

Unplanned and
Done Behavior

Planned
Behavior

Figure 2-5. Adapted theory of planned behavior.
Note. From "Theory and Investigation of Consumer Behaviour," by R. S. G. March and
A. G. Woodside, 2005. In R. S. G. March and A. G. Woodside (Eds.), Tourism
Behaviouc Travellers' Decisions and Actions (pp. 119). Cambridge, MA: CABI.
Reprinted with permission of the authors.

The Evaluation of Pre-Expectancy and Post-Experience

March and Woodside (2005) recognized a gap between planned and realized
consumptions. They suggested examining the purchasing process in order to understand
the tourists' response to destinations. In reviewing Clawson and Knetch's (1966) fivestep process of purchasing behavior and Gunn's (1988) seven steps of travel experience,
Chon (1989) used a simulation model to depict tourists' pre- andpost-experience.
Chon (1990) insisted that the aggregated push-and-pull factors and initial stimuli
to motivate tourists' attention and intention to respond to what they have perceived. Such
factors assist initial decision-making because prospective visitors are impressed by the

presented exclusive features of the destination if the accessibility of the site also meets
their requirements. According to Chon (1990), these stimuli may or may not lead to the
final choice of a destination. Further action must occur to cater to the market anticipation
for entertainment and leisure. Information sourcing plays an important role in adjusting
and accumulating destination images in the customer so as to foster pre-expectations
about the brand's performance (Chon, 1990). At this stage, even a negative perception of
the destination may not turn the prospective visitor away to other destinations because he
or she may have existing limitations for change, such as time, budget, alternative choices,
and other situational considerations (Eugenio-Martin, 2003).
During the travel participation, tourists may renew or revise their previously
accepted image according to what they have experienced firsthand. Participation serves
as a testimony to the reality while the competitiveness of the destination is tested and
reaffirmed. Thus, good branding is rewarded by augmenting tourists' intention to visit
again.
Evaluation of what has been observed happens after the visitor returns home.
Chon (1990) spelled out four phases of progression from pre-expectancy to postexperience. If pre-expectancy agrees with post-experience, tourists feel satisfied with the
trip. In other words, the performance of branding is "doing as expected" if not "doing
better than expected" (Chon, 1990, p.7). Conversely, if the branding image is found
inconsistent, tourists may feel disappointed (Pizam, Neumann, & Reichel, 1978). See
Figure 2-6.
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Figure 2-6. The evaluative process of pre-expectancy and post-experience.
Note. From "The Role of Destination Image in Tourism: A Review and Discussion," by
K. S. Chon, 1990. Revue de Tourisme, The Tourist Review, Zeltschrift for
Fremdenverkehr, 45(2), p. 6. Reprinted with permission of the authors.

Coincidently, Ritchie and Ritchie (1998) also used functions of selection and
recollection to describe destination values that visitors perceive. They believed such
values are traceable on different dimensions, but results should remain the same, i.e., the
destination prospects and visitors' satisfaction with the perceived quality should be both
supported. In other words, a positive tourist attitude depends on how a destination host
manages its image and whether this image can be converted into consumer value and
tourists' gratification.

In contrast, Oppermann (2000) argued that Chon's (1990) proposition lacks
emphasis on the decision-making process toward a purchase although it has introduced
the idea of evoked (choice) sets in evaluating such a process. Chon should have
employed the typological analysis to illustrate the interrelationship between destination
choices and tourists' perception and attitude. Unfortunately, Chon's (1990) model is
confined to excessive informing about the destination image (Oppermann, 2000).

In sum, most behaviors are believed to be influenced by both cognitive and
affective functions. Ajzen's (1985, 1987, 1991) TPB has laid a conceptual framework for
studying the construct of individual attitudes. And it has also provided researchers and
marketers with a model to identify the leading determinants of the attitude-behavior
formation. March and Woodside's (2005) planned-unplanned schema offers an
alternative to clarify the relationship between behavioral intentions and actual behaviors.
Chon's (1990) inferred importance of motivation provided the basis for Bagozzi and
Nataraajan's (2000) argument about the TPB's deficiency in analyzing the conversion of
intention into action. As March and Woodside (2005) pointed out, prior behaviors can be
a good predictor of future actions, and the evaluative process of pre-expectancy and post-

experience has furnished a practical way to study tourists' attitudes toward destination

choices.

Empirical Attitudes Studies
Although the TPB (Ajzen, 1985, 1987, 1991) has been widely used in marketing
research (Baloglu, 2000; Kassem & Lee, 2004), a review of existing empirical studies
revealed an insufficient application of this theory in the field of tourism research. In
other words, the lack of an integral model has greatly influenced the effectiveness of
measuring tourists' attitudes. Thus, the TPB is a viable tool to identify the attitudinal
determinants and the attitude-behavior formation that influence tourists' attitudes toward
destination branding.

Measurement of tourists' attitudes. Ajzen (2006b) suggested that there are no
standardized scales to measure attitudes, and the attitudinal assessment is determined by
the study purpose. In general, attitude, subjective norm, and perceived behavioral control
combine to influence the extent of behavioral intentions, and help predict the possibility
that a behavior may happen (Ajzen, 1985, 1987, 1991,2006a, 2006b).
Based on the multi-act behavioral approach, Ajzen and Driver (1991) conducted a
longitudinal study to investigate 395 outdoor vacationers' behavioral intentions and
behaviors involved in hunting activities. The dimensions of involvement, moods,
attitudes, subjective norm, perceived behavioral control, and behavioral intention were
used in a self-reported questionnaire to assess the respondents' frequencies of performing
five selected leisure behaviors. The results of between- and within-subjects analyses
indicated that the respondents' hunting intentions were significantly correlated with

involvement, attitudes, subjective norm, and perceived behavioral control, and these
predictors also significantly correlated with the underlying belief values. In contrast, the
dimension of moods only influenced the individuals' favorability of hunting, and the
involvement did not have any influence on predicting the individuals' hunting intentions
(Ajzen & Driver, 1991).
Importantly, these results were consistent with the TPB proposition that attitudes,
subjective norm, and perceived behavioral control significantly influence the predictive
power of behavioral intentions and that behavioral intentions and perceived behavioral
control also influence the probability of actualized behaviors (Ajzen & Driver, 1991).
Based on the findings, Ajzen and Driver concluded that the TPB is a practical model to
support leisure research because it can provide a deeper insight into attitudes toward
leisure activities.
Ajzen and Drivers' (1991) conclusion sheds light on tourism research because
attitude-based assessment can be used to evaluate tourists' perceptions of a destination's
attractiveness and uniqueness for managerial implications. Destination managers should
rely on tourists' response while looking at the site's performance.

Conclusions
Theoretical Literature
In light of brand equity (Aaker, 1991, 1996) and CBBE (Keller, 1993,2001,

2003b), Konecnik (2006a) developed the CBBETD model as the conceptual framework
for evaluating destination performance. Brand equity (Aaker, 1991, 1996) and branding
(Upshaw, 1995) provided guidance for the proposition of destination branding
(Hankinson, 2004a; Kaplanidou & Vogt, 2003; Ritchie & Ritchie, 1998). Fakeye and
Crompton's (1991) image promotion and Bieger and Laesser's (2004) tourism
information sourcing lent insight into effective communications in the tourism market.
The concept of SERVQUAL (Parasuraman, et al., 1985, 1988, 1991) offered an in-depth
look into tourists' expectations and requirements. All these prior efforts have combined
to lay the theoretical foundation for the current study in identifying and examining the
effect of destination branding on tourists' attitudes.

In addition, the Theory of Planned Behavior (Ajzen, 1985, 1987, 1991) projected
a psychological perspective on the attitudinal construct of tourists. The plannedunplanned behavior proposition (March & Woodside, 2005) and Chon's (1990)
demonstration model of pre- and post-experience helped the current researcher gain a
better understanding of tourists' pre-expectancy and post-experience change in attitude.

In brief, these concepts and theories, covering both managerial and customer-based
perspectives, constituted the conceptual framework for this study and may render
guidance for future scholarly inquiry in tourism destination assessment. See Table 2-3.

Empirical Literature

By studying image promotion (Fakeye & Crompton, 1991), attribute distinction
between different levels of destinations (Caldwell & Freire, 2004; Hankinson, 2004a),
and behavioral intentions (Ajzen & Driver, 1991), the researcher found a need to
establish an integral model to measure the effect of destination branding on tourists'
attitudes. Most prior studies used attribute-based assessment, in which tourists' feedback
was largely neglected.
Additionally, the key to research generalizability lies in an expanded research
scope to include different geographic markets. Heterogeneous market research
guarantees strong measurement validity (Hankinson, 2004a). However, generalizability
was not the major concern of this paper. The present study concentrated on proposing an
integrated scale model to support destination assessment in light of branding and induced
attitudinal change. In future research, its direction and scope can be extended to various
geographic markets to pursue generalizability. See Table 2-3.
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consistency reliability and validity.

Research Framework
The present study has established a conceptual model for identifying major
determinants and relationships between the effect of destination branding and tourists'
attitudes. The research direction is two-folded, i.e., managerial branding and customer
response. From the managerial perspective, the brand value of a destination is more
difficult to achieve than the brands of commodity products and services. This is because
tourists' satisfaction with a memorable experience is mainly accomplished in the process
of a visitation (Ritchie & Ritchie, 1998). The customer-based approach deals with
individuals' pre-visit expectations and their attitudes toward destination branding.
Therefore, the two perspectives must be integrated to offer a comprehensive look into
brand construct and branding. A review of literature has helped identify an inhibitive gap
in tourism research and contributed to an integral framework for destination evaluation
and attitudinal assessment.

Theoretical
The review of literature has fleshed out vague ideas about destination brand and
tourism branding, owing to the existing marketing concepts of product-based branding,
brand equity (Aaker, 1991, 1996; Keller, 1993,200 1,2003b), marketing communications
(Fakeye & Crompton, 1991), and service quality (Parasuman, et al., 1985, 1988, 1991).
The concepts of brand equity (Aaker, 1991, 1996), customer-based brand equity
(Keller, l993,2001,2003b), and branding (Upshaw, 1995) provided guidance for
evaluating tourism brands (Ritchie & Ritchie, 1998). Brand leveraging and brandcustomer relationship (Keller, 2003a) and "lexicon of branding" (Upshaw, 1995, p. 14)
were conducive to the establishment of a branding process (Kaplanidou and Vogt, 2003;

Ritchie & Ritchie, 1998) and the relational network brand (Hankinson, 2004a). And
Fakeye and Crompton's (1991) three-stage image promotion and pre- and postinformation searching (Bieger & Laesser, 2004; Bloch, et al., 1986) gave insight into the
communication channels and image construction for destinations. March and
Woodside's (2005) planned-unplanned perspective and Chon's (1990) demonstration
model of pre-expectancy and post-experience supplemented the TPB, and helped clarify
the process of tourists' attitude change.
The TPB (Ajzen, 1985, 1987, 1991) identifies attitudinal determinants (attitude,
subjective norm, and perceived behavioral control), and measures the extent of
behavioral intention in predicting the individual's behavioral actualization. The present
study adapted this theory to formulate a customer-based perspective to examine the
branding effects. The CBBETD conceptual model (Konecnik, 2006a) evaluated
destination performance by assigning dimensions to brand awareness, image, perceived
quality, and brand loyalty. From it, the present study borrowed the multi-dimensional
scale model. It specifically examined the interrelationships between determinants of
brand construct and tourists' attitudes to better understand branding effects.

Empirical

In reviewing the empirical branding studies, methodological approaches show
varying levels of guaranteeing reliability and validity. The researcher has found no
existing instrument that is reliable to measure the effect of destination branding and
tourists' attitudes. Hence, this study set to integrate the dimensions of Konecnik's (2006a)

CBBETD Scale with the attitudinal scale model (Kassem & Lee, 2004) for measuring
branding effects with Tamshui of Taiwan as the research setting.
The destination evaluation model was adapted from the CBBETD Scale, and the
four proposed dimensions (brand awareness, image, perceived quality, and brand loyalty)
were found reliable (alpha values are 3 7 , .86, .76, and .67, respectively) and valid (all
variables are significantly correlated at p < ,001 level) for measuring destination
performance (Konecnik, 2006a). With respect to the attitudinal scale model, although
Ajzen and Driver's (1991) study set a precedence in applying the TPB's scale to leisure
research, their multi-act behavioral approach was rejected for not fitting the purpose of
this present study. The study adapted the single-act scale model from Kassem and Lee's
(2004). Dimensions of prior behavior, behavioral intention, affective attitude, subjective
norm, and perceived behavioral control were applied to measure the predictive power of
behavioral intention on actualized consumption (purchasing) behaviors (Kassem & Lee,
2004). Their study confirmed that attitudinal determinants were reliable (alpha values
are .92, .92, 3 3 , and .73, respectively) and significantly influenced (significantly
correlated with behavioral, normative, and control beliefs at p < .05 level) the extent of
behavioral intentions on actualizing the proposed consumption behavior.
Furthermore, this study treated Tourist Characteristics as the contextual variables
to investigate tourists' background of socio-demographics and travel details, such as age,
gender, marital status, residential status, education level, occupation, travel experience,
travel expenditure, length of stay, and number of companions (Konecnik, 2006a). The
study also included on tourism information sourcing of general and specific purposes of

tourist information searching (Bieger & Laesser, 2002, 2004; Tourism Bureau of Taiwan,
2005, 2006).

Research Questions
Two research questions were constructed for this study:
1. What are tourist characteristics (socio-demographic, travel details, and information

sourcing), customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty), and tourists' attitudes (prior behavior,
behavioral intention, affective attitude, subjective norm, and perceived behavioral
control)?
2. Are there differences in tourist characteristics (socio-demographic, travel details, and
information sourcing), customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty), and tourists' attitudes (prior
behavior, behavioral intention, affective attitude, subjective norm, and perceived
behavioral control) between first-time and repeat tourists?

Research Hypotheses
To examine and explain the effect of destination branding on tourists' attitudes
toward the proposed research setting (Tamshui, Taiwan), there are two research
hypotheses and five sub-hypotheses for each hypothesis, and shown (in Figure 2-7) as
follows:

HI : Customer-based brand equity for a tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are significant explanatory variables of
tourists' attitudes (prior behavior, behavioral intention, affective attitude, subjective
norm, and perceived behavioral control).
HI=: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of prior behavior.

HI^: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of behavioral intention.
HIC: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of affective attitude.
HI^: Customer-based brand equity for a tourism destination (brand awareness,

image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of subjective norm.
Hie: Customer-based brand equity for a tourism destination (brand awareness,

image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of perceived behavioral control.

H2: Tourist characteristics (socio-demographic, travel details, and information sourcing),
and customer-based brand equity for a tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are significant explanatory variables of
tourists' attitudes (prior behavior, behavioral intention, affective attitude, subjective
norm, and perceived behavioral control).
&a:

Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of prior behavior.

H2b:

Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of behavioral intention.

HZC:Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of affective attitude.
E d :

Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of subjective norm.

Hze: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of perceived behavioral control.
For a visual presentation of these hypotheses, see Figure 2-7.
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Figure 2-7. Hypothesized model about effect of destination branding and tourists'

attitudes.

CHAPTER I11
RESEARCH METHODS

The previous chapter introduced a multidimensional conceptual framework and
supportive evidence about the effect of destination branding and tourists' attitudes.
Chapter III presents and discusses the research design, population and sampling plan,
instrumentation, ethical considerations and data collection procedures, data analysis
methods, and evaluation of the methodology. The methods of data analysis describe the
quantitative methods the study has adopted to answer the research questions and test
hypotheses. Finally, a self-evaluation of research methods examines the internal and
external validity for this study.

Research Design
A quantitative, non-experimental, explanatory (correlational) and exploratory
(comparative) on-site intercept survey research design was used at Tamshui in order to
explain the relationships in the hypothesized model that evolved from the theoretical
framework. See Figure 2-7. This hypothesized model is based on the assumption that
interrelationships exist between Tourist Characteristics, the variables of CBBETD Scale,
and Tourists' Attitudes.
This study used a street intercept survey format. The accessible population
consisted of tourists who visited Tamshui during the ten-day investigation period. The
survey questionnaire was translated into Traditional Chinese (See Appendix K) and
distributed at Tamshui. Each participant was asked to answer the three-part survey. The

questionnaire contains three parts (See Appendix J). Part I covers Tourist
Characteristics to identify the socio-demographic characteristics, travel details, and
tourism information sourcing. Part 2 is the scale model of Customer-Based Brand Equity
for a Tourism Destination (CBBETD) (Konecnik, 2006a) adapted and modified by the
researcher. Part 3 contains the scale of Tourists' Attitudes, which was originally
developed by Kassem and Lee (2004) and modified by the researcher.
Cronbach's coefficient (alpha) and exploratory factory analysis @FA) were
applied to verify the internal consistency reliability and validity of the scales of CBBETD
and Tourists' Attitudes, respectively. Descriptive statistics of frequency distributions,
measures of central tendency, and variability were used to answer the fust research
question (RQ 1). In examining the second research question (RQ 2), independent sample
t-test and Chi-Square tests were used to find whether there were significant differences
between first-time and repeat tourists. Pearson r correlation tests and hierarchical
multiple regression analyses were employed for all hypotheses testing on explanatory
(correlational) relationships (HI, to HI, and Hza to Hze).

Population and Sampling Plan

Target Population
The target population comprised those tourists to Tamshui who were 18 years or
older and fluent in Chinese. There were 19,182,105 domestic tourists and 2,950,342
international (inbound) visitors to Taiwan's tourism destinations in 2004 (Tourism
Bureau of Taiwan, 2005). The year 2005 saw the arrivals of 19,374,477 domestic and
3,378,118 inbound tourists (Tourism Bureau of Taiwan, 2006). A comparison between

the two years suggested a possible slight increase in domestic arrivals in the year 2006.
Based on the number of cars parked in Tamshui, there were 1,539,453 people who visited
this tourism destination in 2006 (Tourism Bureau of Taiwan, 2007). Without official
statistics about Tamshui in 2007, the study used the 2006 figure of 1,539,453 as the
estimated size of the target population, which suggested 42,573 visitations at Tamshui on
a daily basis.

Accessible Population
The accessible population consisted of tourists who visited Tamshui, located near
the survey district, Chung-Cheng Road. This selected district is the entrance to Tamshui.
Most of Tamshui's landmark features, such as diversified heritage buildings, antique
stores, and traditional Taiwanese cuisine concentrate in this area. Thus, it was deemed
appropriate to carry out the street intercept survey at Chung-Cheng Road in order to
obtain a more representative sample.

A 16-hour day of tourism resulted in an average of 264 visitors per hour. Data
collection was conducted eight hours each investigation day for ten consecutive days,
resulting in an average of 132 visitors per hour and 1,056 visitors per day. Thereby, the
total accessible population was approximately 10,560 visitors for the ten days of survey
duration.

Sampling Plan
Sample Size
The sample size must be adequate to ensure the study's internal and external
validity. Green's (1991) formula to estimate the sample size to conduct multiple
regression analysis is 50 + 8(m), where m is the number of explanatory variables. For
this study, there were 16 explanatory variables that required a sample size of 178. In the
study, the longest scale contains as many as 35 items for factor analysis. In such
analyses, the range is 3 to 20 times the number of items and in this case, 105 (35 x 3) to
700 (35 x 20), with absolute values of 100 to 1,000 (Mundfrom, Shaw, & Ke, 2005).
Based on the target population size of 1,539,453 tourists (Tourism Bureau of Taiwan,
2007), a sample size between 500 and 700 sufficed for the present study. According to
the Creative Research Systems (2003), "a sample of 500 is equally useful in examining
the opinions of a state of 15,000,000 as it would a city of 100,000" (Population Size
section, para. 1). "A sample size of 500 would be a confident sample size" (Gay &
Airasran, 2001, p. 135).

Street Intercept Survey
Street intercept surveys are reported to have higher response rates than other
survey methods (The Intelligent Transportation Systems Joint Program Office of the U.S.
Department of Transportation, 2005). Response rates for mall intercept surveys average
50% (MakeSttrvey.net, Online Survey Management System, 2007). and Miller, Wilder,
Stillman, and Becker (1997) reported a response rate as high as 80%. Response rates of

international travelers in a street intercept survey generally ranges from 25% to 50%
(Evans, Ellis, Santiago & Reed, 2007).
The need to obtain a confident sample size of 500 requires using a conservative
response rate from 20% to 40%. A range of 1,250 (for a response rate of 40%) to 2,500
tourists (for a response rate of 20%), with an average of 1,667 (30% response rate),
would need be intercepted for participation in the study. The researcher should conduct
the survey eight hours each day for a period of ten days. This would result in 50 valid
interceptions on a daily basis. An average 30% response rate should produce an average
of 167 intercepts per day.

Systematic Sampling
To strengthen the external validity of the study, systematic sampling procedures
was used. With an average 30% response rate, 50 valid surveys needed to be collected
each day out of an estimated 167 tourists intercepted. Altogether 1,056 tourists passed by
for each eight-hour day surveying. In this case, every sixth tourist was intercepted for
participation (1,056 tourists1167 = 6.3).
Six research assistants who were 22 years or older assisted in data collection.
The six helpers were recruited from graduate schools, and all had taken courses or
training in conducting methodology and research of human subjects. Before the street
intercept survey, the researcher explained the study purpose, the proposed sampling plan
(systematic sampling), and relevant procedures of data collection to the assistants. The
researcher also illustrated a simulated demonstration on the appropriate manner to
manage the survey procedure. Three research assistants stood at one constant position on

the sidewalk of Chung-Cheng Road (the survey district). The other three were positioned
at the other constant site on the opposite sidewalk of the road. Throughout the entire
survey, the researcher remained available to answer questions from the participants.
Regarding the sample selection, assistants could track and invite every sixth tourist for
survey participation on both sidewalks of the survey district. The researcher was able to
cross to either side should participants raise any questions.
To provide anonymity, clip boards and a private space were provided to every
participant for completing the survey questionnaire, and two boxes each with a slit on the
top were placed at the constant positions of the survey district so that participants could
easily deposit the questionnaires by themselves.
To ensure a more representative sample, the survey was arranged on three time
schedules. Schedule 1 was arranged in the mornings (9 a.m. to 1 p.m.) and afternoons (2
p.m. to 6 p.m.), and consisted of four days (one Monday, one Thursday, one Friday, and
one Sunday). Schedule 2 was arranged in the mornings (9 a.m. to 1 p.m.) and evenings

(6 p.m. to 10 p.m.) that included three days (one Tuesday, one Friday, and one Saturday).
Schedule 3 was arranged in the afternoons (2 p.m. to 6 p.m.) and evenings (6 p.m. to 10
p.m.) that comprised three days (Wednesday, Saturday, and Sunday). Totally, ten
consecutive days were used to investigate the effect of destination branding on tourists'
attitudes toward Tamshui, Taiwan. See Table 3- 1.

Proposed Survey Time Schedules
Schedule 1
(9 a.m. to 1 p.m. and
2 p.m. to 6 p.m.)
Friday

Day I
Day 2

Schedule 2
(9 a.m. to 1 p.m. and
6 p.m to 10 p.m.)

Schedule 3
(1 p.m to 5 p.m. and
6 p.m to 10 p.m.)

Saturday

Day 3

Sunday

Day 4

Monday

Day 5

Tuesday

Day 6

Wednesday

Day 7

Thursday

Day 8

Friday

Day 9

Saturday

Day 10

Sunday

Eligibility Criteria
This study focused on the effect of destination branding on tourists' attitudes
toward Tamshui, Taiwan. Thus, eligible tourists were:

1.

Visiting the area of Chung-Cheng Road, Tarnshui during the investigation period.

2.

Qualified for survey participations (verbally confirmed by assistants or the
researcher) included those who were:
a. Age-of- 18 or older and
b. Able to read, write, and speak fluent Chinese.

Exclusion Criteria
Persons excluded from the survey were:
1.

Tamshui's residents.

2.

Non-tourist visitors.

3.

Visiting the area of Chung-Cheng Road but refusing to participate.

4.

Tourists who did not use Chung-Cheng Road.

5.

Tourists younger than 18 years old.

6.

Tourists who did not have the ability to read, write, and speak Chinese.

Survey Setting

Tamshui is located in Northern Taiwan and famous for its natural and cultural
attractions. Convenient transportation (Metro subway) and diversified activities add to its
popularity. As a destination brand, Tamshui is recognizable for its uniqueness and
differentiation from other Taiwanese destinations. In the 2003 and 2004 annual surveys
of domestic tourists, Tamshui was the most visited among the top ten Taiwanese tourism
destinations (Tourism Bureau of Taiwan, 2004,2005). Tamshui is renowned for its
Kandelia Candel forest reserve, the largest habitat of its kind around the world. Kandelia
Candel is a plant famous for its viviparous method of reproduction, which involves
germinating the seeds directly on the tree. At the right time, it either drops the seedlings
into the mud below or floats them on waves until they find a suitable environment for
survival. Kandelia Candel trees help prevent soil erosion and are useful for protecting the
coastlines.
From history, the Dutch, Spanish, and Japanese heritages have left their traces in
today's Taiwanese culture, which abound at Tamshui. This destination also enjoys a
large diversity of Taiwanese cuisines and activities, such as bird watch, boating, climbing,
and vocational concerts. As a leading tourism destination, Tamshui urgently needs to
stage a long-term systematic development and planning to strengthen its niche in target

markets. Therefore, the current study has provided the Tamshui management with an
alternative to assess and improve its performance.

Instrumentation
The study used a three-part survey to examine tourists' attitudes toward
Tamshui's destination brand. The survey questionnaire was translated into Traditional
Chinese (See Appendix K). Tourist Characteristics explored tourists' background
information and their methods of information sourcing; Customer-Based Brand Equity
for a Tourism Destination (CBBETD) (Konecnik, 2006a) was adapted to measure
Tamshui's branding effect; and Tourists' Attitudes (Kassem & Lee, 2004) was modified
to measure tourists' attitudes. Participants were invited to answer 63 survey questions,
which took approximately 15 minutes to complete.

Part 1: Tourist Characteristics
Description
Tourist Characteristics collected the tourists' background information and
tourism information sourcing. The researcher developed ten survey items to collect
tourists' socio-demographic information and travel details such as gender, age, education,
marital status, residential location, occupation, length of stay, and the number of touring
companions during their Tamshui visits. Based on the annual surveys of domestic
tourism by the Tourism Bureau of Taiwan (2005,2006) and Bieger and Laesser's (2002,
2004) analysis of tourist information sourcing, the researcher developed two survey items

to cover information sourcing. In all, 12 multiple choice questions were used to collect
data about tourists' characteristics.

Reliability and Validity
The annual surveys by Tourism Bureau of Taiwan (2005,2006) and Bieger and
Laesser's (2004) analysis of tourists' information paths provided guidance for collecting
and preparing secondary data. The annual surveys accumulated monthly domestic and
inbound visits to Taiwan's tourism destinations, and the survey of Travel Market
Switzerland 2001 (Bieger & Laesser, 2002) looked at Switzerland's domestic travels for
analysis of tourist' information sources and paths. Both studies were conducted by
government, but their internal consistency, reliability, and validity were not c o n f i i e d .

Part 2: Customer-Based Brand Equity for a Tourism Destination (CBBETD)
Description
The Customer-Based Equity for a Tourism Destination (CBBETD) was adapted
from Konecnik's (2006a) Croatian-based brand equity for Slovenia as a tourism
destination. Based on Aaker (1991, 1996) and Keller's (1993, 2003b) propositions of
brand equity, Konecnik (2006a) proposed brand awareness, image, perceived quality, and
brand loyalty dimensions as the conceptual model and instrumentation to evaluate the
overall performance of destination brands.
Brand awareness is the extent of brands that customers can recognize or recall,
(Aaker, 1991; Kapferer, 1998; Keller, 1993,2003b). Image is the linkage between brand
associations and the brand that is retained in customers' memory (Keller, 1993,2003a).

Perceived quality is the brand's superiority or excellence in terms of customers'

judgment (Oliver, 1996; Zeithaml, 1998). And brand loyalty is the core of brand equity,
and it is conceptualized as the customer's behavioral or attitudinal perspectives toward
the brand (Oliver, 1996).
Thirty-five questions were adopted and modified in this study, including five
items for brand awareness, 16 items for image, ten items for perceived quality, and four
items for brand loyalty. A five-point Likert scale (1= Strongly Disagree, 2= Disagree, 3=
Neutral, 4= Agree, 5= Strongly Agree) was employed to measure Tamshui's overall
performance. The evidence-based measures of the CBBETD Scale is summarized and
presented in Table 3-2.

Reliability and Validity
Hair, Anderson, Tatham, and Black (1998) suggested the value of .70 for
Cronbach's coefficient. Image, perceived quality, and brand loyalty dimensions show a
significant internal consistency of .87, .86, and .76, respectively (Konecnik, 2006a).
However, brand awareness at .67 is slightly below the minimum rate of .70. Konecnik
(2006a) referenced Pedhazur and Schmelkin's (1 99 1) argument to explain this
phenomenon that the acceptable rate can be .60, even .50 due to a small number of
variables for measures. Thus, the internal consistency of brand awareness, image,
perceived quality, and brand loyalty were significantly demonstrated.

The Measures of CBBETD Scale Model
Number of Items Used in the
CBBESTD Model
5

Number of Items Used for the
Current Study
5

Image

16

16

Perceived Quality

10

10

Brand Loyalty

4

4

Description of Dimension
Brand Awareness

For the CBBETD Scale validity, an exploratory factor analysis (EFA) showed
significant correlations for the four variables (p < .001). And a confirmatory factor
analysis also indicated positive significant correlations (ranging from .38 to .75, p < .001)
between the variables. Moreover, a second-order confirmatory factor analysis confirmed
the high correlations between brand awareness, image, perceived quality, and brand
loyalty. The standardized loadings of path coefficients ranged from .50 to .93 (p < .001).
Thus, the CBBETD Scale was confiirned for its internal consistency reliability and
validity.

Part 3: Tourists' Attitudes
Description
The attitudinal scale model was developed by Kassem and Lee (2004). They
found that the TPB (Ajzen, 1985, 1987, 1991) provided an appropriate perspective to
examine the attitude-behavior relations of consumption behaviors. The term behavioral
intention is believed to be the best predictor of future behavior actualization, and it is
influenced by affective attitude, subjective norm, and perceived behavioral control (Ajzen,
199 1). Affective attitude is the individual's favorability level toward one particular

object or event. Subjective norm refers to an individual's perceptions of social pressures
or social norms in actual (acting) behaviors. Perceived behavioral control is the
individual's realization about the difficulty or ability to actualize the behavior.

In the current study, the researcher adapted and modified the attitudinal scale
model and used 16 questions to measure prior behavior, behavioral intention, (affective)
attitude, subjective norm, and perceived behavioral control. A combined seven-point
semantic differential rating scale and a seven-point Likert-like rating scale were
employed to measure the above determinants. See Table 3-3.

Reliability and Validity

In Kassem and Lee's (2004) study, the Cronbach's coefficients (alpha) of
behavioral intention, (affective) attitude, subject norm, and perceived behavioral control
were .92, .92, 33, and .73, respectively. The internal consistency reliability was
established significantly. A five-step hierarchical multiple regression analysis was used
and the results showed that all the variables of behavioral intention, affective attitude,
subjective norm, and perceived behavioral control correlated significantly with
behavioral, normative, and control beliefs @ < .05). Therefore, construct validity was
also significantly satisfied.

Table 3-3

The Belief-Based Measures of Attitudinal Scale Model
Variables

Focus of Investigation
Behavioral assessment

Number of Items
Applied
12

Number of Items
Used for This Study
6

Prior Behavior
Behavioral Intention

Prediction of actual (acting)

All together with

3

behaviors

64 questions for

Affective Attitude

The 3 determinants may

attitudinal

I

Subjective Norm

have different influences on

assessment

3

Perceived Behavioral

individuals' behavioral

Control

intentions and actualization.

3

Procedures: Ethical Considerations and Data Collection Methods
1. The researcher used Lynn University's e-mail to contact the original developers of
constructs and scales for permission to use in the current study. Consent was also
obtained to use the CBBETD model (Konecnik, 2006a), the methods of tourism
information sourcing (Bieger & Laesser, 2002,2004), and the attitudinal scale model
(Kassem & Lee, 2004). In addition, permission to reprint and adopt original figures
and tables were granted by these authors. (See Appendix A to I)

2. The survey was conducted at a public district of Chung-Cheng Road, Tamshui,
Taiwan. No authority permit was needed for using this research setting during the
investigation period.

3. An application and protocol were completed and submitted to the Institutional
Review Board (IRB) of Lynn University. A request was made to waive
documentation of the consent signature, as it was the only identifier.

4. After a review of the application and proposal, the IRE3 granted permission for the

translation of the survey questionnaire and consent form into Traditional Chinese by
a certified translator. (See Appendixes J and K) The translations were submitted to
the IRB. Upon an LRF3 approval on October 30,2007, the survey was conducted at
Tamshui, Taiwan.

5. In the street intercept survey, systematic sampling was used to draw the sample from
the accessible population at the research setting.
6. Before the on-site survey, the researcher had recruited and trained six graduate
students as research assistants (survey distributors/data collectors) to help with data
collection. During training, the researcher illustrated the study's purpose and
procedures of data collection. To assist in data collection, the six helpers were also
trained with a simulated demonstration to learn about the procedure of systematic
sampling.
7. Data collection was conducted and completed at the proposed survey area, the
district of Chung-Cheng Road, Tamshui, during ten eight-hour investigation days.

8. During the survey, three research assistants were placed at one constant position, on
the sidewalk of Chung-Cheng Road (the survey district). The remaining three were
deployed at the other constant site on the opposite sidewalk of the road. The
researcher had coordinated the systematic sampling drawing and remained available
throughout the survey to answer participants' questions.
9. On each investigation day, every sixth tourist was verbally approached and invited to

attend the survey, and 167 tourists were intercepted. Altogether 1,670 tourists were
invited to participate in the survey during the ten-day investigation.

10. Every participant was asked to read the authorization for voluntary consent. (See
Appendix N)
11. All participants were notified that the survey was anonymous.
12. The questionnaire took between 15 and 25 minutes to complete.
13. After the participant dropped the completed questionnaire in the box, the researcher

or assistants verbally expressed appreciation for participation and contribution to this
study.
14. The survey responses were analyzed and reported as grouped data.
15. One month after the data colle'ction, Termination Form 8 was submitted to the IRE3 as
required.
16. Collected data were analyzed using the Statistical Package for the Social Sciences
(SPSS, Version 11.O) software program.
17. Data have been saved electronically with security and stored confidentially. They
will be destroyed in five years.

Methods of Data Analysis
After the on-site intercept survey at Tamshui, the researcher started to verify and
organize each collected questionnaire as acceptable (complete) or unacceptable
(incomplete). The researcher coded and input the response data from valid
questionnaires into SPSS software for statistical analyses.

In data coding, the researcher used designed numerical figures for data entry. The
Cronbach's coefficients (alpha) and exploratory factor analyses (EFA) were used to
verify the scale's internal consistency reliability and validity, respectively. According to

Ajzen (2006b), the Cronbach's coefficient of variables is computed for confirming the
scale reliability, and correlations between factors are to verify the scale validity. Results
indicated that the construct reliability was satisfied with the desired value of .70 (Hair, et
al., 1998). The descriptive statistics included frequency distributions, measures of central
tendency, and variability (range and standard deviation) for all the variables tested in the
study. Methods of t-test and Chi-Square were applied to examine differences between
first-time and repeat tourists. For hypothesis testing, Pearson r correlation, t-test, ChiSquare test, and hierarchical multiple regression analysis were used to examine the
explanatory relationships among the variables. The details of the statistical
methodologies used for data analysis are illustrated in Table 3-4.

Table 3-4
Steps of Data Analysis
--

stepsif Data Analysis
1. Data Coding and Entry

Description
Using designed numerical figures to code and enter
the collected data.

2. Cronbach's Coefficient (Alpha Values) and

Alpha values and factor loadings were used to

Exploratory Factor Analyses (EFA) for

verify construct internal consistency reliability and

Verifying Scale Reliability and Validity

validity.

3. Applications of t-test and Chi-square

The statistical techniques were used to identify the
significant differences between first-time and
repeat tourists.

4. Descriptive Statistics

The descriptive statistics were used to describe
frequency distributions, central tendency, and
variability for all variables.

5. Pearson r Correlation and Hierarchical
(Forward) Linear Regression Analysis

These techniques were used to examine the
explanatory relationships between independent and
dependent variables.

6. Finalizing the data

Managing and keeping the collected data securely.

Cronbach's Coefficients (Alpha) and Exploratory Factor Analyses (EFA)
The study's scale model was mainly integrated from the CBBETD (Konecnik,
2006a) and the attitudinal scales (Kassem & Lee, 2004). The Cronbach's Coefficient
(alpha values) and exploratory factor analysis (EFA) were employed to verify the
construct internal consistency reliability and validity of the adapted scales.

~ e s c r i ~ t iStatistics
ve
Descriptive statistics was applied to answer Research Question 1. Frequency
distributions, central tendency, and variability (range and standard deviation) were used
to describe the variables of Tourist Characteristics, CBBETD model, and Tourists'
Attitudes.

Independent Sample t-test and Chi-Square

In answering Research Question 2, t-test and Chi-Square were employed to
identify significant differences between first-time and repeat tourist groups. Impact of
brand construct and tourist characteristics on tourists' attitudes toward Tamshui was also
identified and explained.

Pearson r Correlation and Hierarchical Multiple Regression Analysis
These statistical techniques were used to examine explanatory (correlational)
relationships between the independent and dependent variables. In addition, a regression
equation helped demonstrate the best explanatory model. The regression model for a
multiple regression is as follows (Babbie, 2001):

y = blxl + b2xz + ... + b,x,

+ c,

(Multiple Regression)

y is the value of the dependent variable.
c, is the constant or intercept.
bl is the slope of xl,
xl is the first explanatory variable that explains the variance in y.

bz is the slope of x2.
x2 is the second explanatory variable that explains the variance in y.
b, is the slope of x,.
x, is the nth explanatory variable that explains the variance in y.

In order to identify variables to enter into the hierarchical linear regression models,
Pearson r correlations were used to examine the significance between each explanatory
and dependent variables before the multiple regression analyses. Initially, the regression
models examined the values of variance inflation factor (VIF) and tolerance in order to
determine if there was a problem of multicollinearity. Next, the F value or F ratio was
used as the test statistic to determine whether the model showed statistical significance in
prediction power (Dallal, 2006). R-Square is the total variance of the dependent variable
explained by the independent variables. The adjusted R-Square is an adjustment for a
large number of independent variables and explains the percentage of variation in the
dependent variables that can be explained by explanatory variables (Babbie, 2001). The t
statistic tests the hypothesis that a population regression coefficient is 0 when the other
predictors are in the model. This is the ratio of the sample regression coefficient to its
standard error. The statistic has the form (estimate -hypothesized value)/ SE. Since the
hypothesized value is 0, the statistic reduces to estimate1SE (Dallal, 2006, p. 1). It has an
associated p value 0,s .05), calculated by the regression coefficient (b, unstandardized)

divided by the standard error (bISE),and a resulting p value. In examining these
explanatory variables, regression produces beta (P) coefficients (standardized), which are
calculated for each explanatory variable (Babbie, 2001).

Evaluation of Research Methods
Internal and external validity was examined in reviewing the strengths and
weaknesses of the research methods. The test of internal validity verifies the
appropriateness of the established theoretical framework and the research process thereof
for testing the hypotheses, research design, instrumentations, and the procedures of data
collection and analysis (Pedhazur & Schmelkin, 1991). This approach influences the
relationships between the independent and dependent variables and can affect the study's
outcome (Pedhazur & Schmelkin, 1991). In contrast, external validity usually refers to
the appropriateness of propositions, inferences, and final conclusions to the study purpose
(Pedhazur & Schmelkin, 1991). In fact, such an approach is relevant to the extent of
research generalizability (Pedhazur & Schmelkin, 1991). Therefore, the following
evaluation states strengths and weaknesses about internal validity and external validity
for the present study.

Internal Validity: Strengths
1. A non-experimental, explanatory (correlational) and exploratory (comparative)
research design helped examine the relationships between the independent and
dependent variables.

2. Compared with a qualitative research design, the quantitative design used was more
appropriate to derive the study's outcome and further verify its internal validity.

3. The procedures of data collection and statistical applications were effective and
appropriate to report the results and findings.

Internal Validity: Weaknesses
1.

The proposed instrumentation was integrated from the CBBETD model (Konecnik,
2006a) and the attitudinal scale model (Kassem & Lee, 2004). Although these two
instruments are confirmed for adequate reliability and validity, the model used in the
current study may need more refinement for generalizability.

2.

Participants might have misunderstood the meaning of the translated version of the
questionnaire. This defect could have caused data biases due to the perceptional
misunderstanding the participants used while answering questions.

3.

During the investigation, participants could be influenced by the anticipated survey
outcomes.

External Validity: Strengths
1.

Systematic sampling provided the researcher with convenience and simplicity in
accessing a representative sample from the accessible population.

2.

The well-established questionnaires strengthened the investigation effect and results.

3.

The participants felt comfortable with the anonymity of the survey. This was
conducive to a higher response rate.

4.

The on-site intercept survey facilitated a higher response rate for this study.

5.

The survey used three time schedules to help access a more representative
population.

External Validity: Weaknesses
1.

The kth selection of participants may not have represented the total population. This
sampling method may have potential threats to the validity of research
generalizability.

2.

The survey time and venue to conduct this study may not have guarantee an overall
tourist (population) evaluation, and these constraints may have impacted the extent
of research generalizability.

3.

The investigation of one destination evaluation may not provide sufficient evidence,
as compared to two or more different geographic markets, and thus may have
restricted the study's research generalizability.

Summary
This chapter described the steps of the research methodology to examine the
relationships about destination branding effect on tourists' attitudes toward Tamshui
(Taiwan) as a tourism destination. The integral scale model was adapted from the

CBBETD Scale (Konecnik, 2006a) and attitudinal scale model (Kassem & Lee, 2004).
The researcher structured the survey questions to explore relationships between the
independent and dependent variables. Tourist Characteristics were treated as the
mediating variables to provide greater insight into tourists' background and their
information search patterns.

CHAPTER IV RESULTS

In this chapter, research data are presented to analyze Tourist Characteristics,
evaluate results of the customer-based brand equity for a tourism destination (CBBETD),
and measure tourists' attitudes toward Tamshui. Exploratory factor analysis (EFA) and
Cronbach's coefficient (alpha) were used to examine the validity and internal consistency
reliability of CBBETD Scale and Tourists' Attitudes Scale. A descriptive analysis of
these and other variables was employed. Analytical methods included independent
sample t-test, Chi-Square test, Pearson r correlation test, and hierarchical multiple
regression.

Validity and Reliability of Measurement Scales
Exploratory Factor Analysis and Internal Consistency Reliability Analysis
of the CBBETD Scale
A principal component analysis with varimax rotation was employed to establish
construct validity of the CBBETD Scale. Based on the rotated component matrix, the
exploratory factor analysis (EFA) revealed that four factors (Image, Perceived Quality,
Brand Loyalty, and Brand Awareness) covered a total of 22 survey items. These items
were grouped into one of the four dimensions of brand awareness, image, perceived
quality, and brand loyalty. Moreover, Eigenvalues ranged from 1.18 1 to 7.258, and the
total variance explained was 58.060%. The factor loadings for all 22 items in the EFA
ranged from .747 to .462 that satisfied with the suggested minimum of .40 (Hair, et al.,
1998). See Table 4- 1.

Factor Item Loadings for the CBBETD Scale (N = 513)
Items
Image 13

Factor 1
Image
.747

Factor 2
Perceived Quality
,043

Factor 3
Brand Loyalty
,225

Factor 4
Brand Awareness
,188

Image 12

.734

,127

,190

,105

Image 7

.725

,188

,074

.I01

Image 8

.690

,193

,113

,145

Image 14

.639

,224

,220

,029

Image 9

.563

.I82

,164

,232

Image 11

.543

,317

.20 1

,157

Image 10

.515

,360

.035

,308

Image 15

.462

,324

.39 1

,042

Quality 2

,102

307

,002

- ,119

Quality 3

.I18

.760

,022

,197

Quality 1

.I 19

.750

,130

-.I14

Quality 4

,236

.701

.O 18

-

Quality 5

.307

.607

,114

- .046

Quality 8

,324

.561

,209

- .079

Loyalty 3

,260

,125

.817

.008

Loyalty 4

,234

.09 1

.787

.I09

Loyalty 2

.216

.06 1

.708

.382

Loyalty 1

,142

,043

.577

,553

Awareness 4

.20 1

- ,055

,066

.777

Awareness 3

,275

- ,009

.I61

.734

Awareness 1

,070

-

,129

,099

.708

,052

(a) Factor 1, Image, included nine items (Image 7, Image 8, Image 9, Image 10,
Image 11, Imagel2, Image 13, Image 14, and Image 15); (b) Factor 2, Perceived Quality,
contained six items (Quality I, Quality 2, Quality 3, Quality 4, Quality 5, and Quality 8);
(c) Factor 3, Brand Loyalty, had four items (Loyalty 1, Loyalty 2, Loyalty 3, and Loyalty
4); and (d) Factor 4, BrandAwareness, held three items (Awareness 1, Awareness 3, and
Awareness 4).

Table 4-2 demonstrated item-total correlations and Cronbach's alpha if the item
was deleted. The alpha did not improve if any item was deleted; Awareness 1 was the
only item where alpha for respective scale increased if the item was removed. However,
because the coefficient alpha of the Factor 4 (.725) was greater than .70, Awareness 1
was retained for Factor 4. Therefore, all 22 items were retained. All items had item to
total correlations above the value of .40 (Baillie, 1997).
The calculated Cronbach's alpha (a) for each of the four factors for CBBETD
Scale were greater than the desired .70 (Factor 1, a = .873; Factor 2, a = .833; Factor 3, a
= .826; and Factor 4, a = .725). This established internal consistency reliability for the

four factors on the CBBETD Scale.

Table 4-2

Corrected Item-Total Correlations for the Four Factors of the CBBETD Scale (N = 513)
Factors of CBBETD Model

Corrected ItemTotal
Correlation

Cronbach's Alpha if Item
Deleted

Factor 1: (Total Scale a .873)
Image 13
Image 12
Image 7
Image 14
Image 8
Image 11
Image 10
Image 9
Image 15
Factor 2: (Total Scale a 333)
Quality 2
Quality 1
Quality 3
Quality 4
Quality 8
Quality 5
Factor 3: (Total Scale a 326)
Loyalty 3
Loyalty 4
Loyalty 2
Loyalty 1
Factor 4: (Total Scale a .725)
Awareness 4

,609

.572

Awareness 3

.614

,560

Awareness 1

,442

,784

Exploratory Factor Analysis and Internal Consistency Reliability Analysis of the Scale
of Tourists' Attitudes
A principal component analysis was applied using varimax rotation to test any
construct validity of the scale of tourists' attitudes. The exploratory factor analysis
(EFA) showed that 12 survey items aggregated with three determinant factors: Affective

Attitude, Prior Behavior, and Perceived Behavioral Control.
(a) Factor 1, Affective Attitude, had three items (Attitude 1, Attitude 2, and
Attitude 3); (b) Factor 2, Prior Behavior, included six items (Behavior 1, Behavior 2,
Behavior 3, Behavior 4, Behavior 5, and Behavior 6); and (c) Factor 3, Perceived

Behavioral Control, consisted of three items (PBC 1, PBC 2, and PBC 3).
Moreover, Eigenvalues ranged from 1.843 to 5.804, and the total variance
explained was 57.841%. The factor loadings for the 12 items in the EFA ranged from
.794 to .524, which satisfied the threshold of .40 (Hair, et al., 1998). These results
supported the construct validity for the three factors (Affective Attitude, Prior Behavior,
and Perceived Behavioral Control). See Table 4-3.

Table 4-3

Factor Item Loadingsfor the Scale of Tourists' Attitudes (N = 513)
Items
Attitude 2

Factor
1
.
Affective Attitude
,794

Attitude 1

.787

Attitude 3

.746

Behavior 1
Behavior 3

-

.....

Factor
.... - ..... .... 2
. .
....
Prior Behavior
- ,045

3
. -Factor
..
. Perceived Behavior Control
,217

,044

,016

,018

.27 1

.070

.763

.OX7

.760

,223

Behavior 6

- ,050
- .002

.740

,039

Behavior 2

.097

.698

.201

Behavior 4

.I70

.644

Behavior 5

,226

.524

- .337
- .394

PBC 2

.40 1

.I39

.630

PBC 1

.234

,092

.627

PBC 3

,546

,088

.569

-

The calculated Cronbach's alpha (a) for each of the three factors for the scale of
tourists' attitudes were greater than the desired .70 (Factor 1, a = 370; Factor 2, a = .789;
and Factor 3, a = .754), and Cronbach's alpha for the total 12 items Tourists' Attitudes

Scale was also greater than .70, a = .786. The alpha did not improve if any item was
deleted; therefore all 12 items were retained. This establishes internal consistency
reliability for the three determinants on tourists' attitudes. See Table 4-4.

Corrected Item-Total Correlations for the Three Factors of Tourists' Attitudes ( N = 513)
Factors of CBBETD Model

Corrected Item-Total
Correlation

Cronbach's Alpha if Item
Deleted

Factor 1: (Total Scale a .870)
Attitude 2

.782

,788

Attitude 1

.704

,859

Attitude 3

,773

.796

Behavior 1

,618

,734

Behavior 3

,609

.740

Behavior 6

,590

,742

Behavior 2

,568

,748

Behavior 4

,501

,768

Behavior 5

,376

.788

PBC 2

.623

.627

PBC 1

,521

,741

PBC 3

.612

.64 1

Factor 2: (Total Scale a .789)

Factor 3: (Total Scale a .754)

Research Questions
Research Question I (RQ 1)
What are the tourist characteristics (socio-demographic, travel details, and
information sourcing), customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty), and tourists' attitudes (prior
behavior, behavioral intention, affective attitude, subjective norm, and perceived
behavioral control)'?

Descriptive Analysis of Tourist Characteristics
The Tourist Characteristics describes tourist background and sources of tourism
information. There were 513 valid responses in this intercept survey. As shown in Table
4-5,202 participants (39.4%) were male, and 3 1 1 respondents (60.6%) female. In
addition, 60 participants (1 1.7%) were fist-time visitors, and 453 participants (88.3%)
came on repeat visits.
Of the 513 respondents, 31 1 (60.6%) were female; 179 (34.9%) were 35 to 44
years of age; 286 (55.8%) were married; 244 (57.6%) had obtained college degrees; 294
(57.3%) were employed with a job; and 253 (49.3%) were from Northern Taiwan. It is
important to note that 221 respondents (43.1%) had visited Tamshui six times or more,
216 (42.1%) came with three to six companions, and 137 (26.7%) projected their travel
expenses in the range from NT$50 1 to NT$1,000. And 21 8 respondents (42.5%) stated
they would stay at Tamshui for less than a day. As for tourist information sourcing, more
than half of the respondents indicated they used personal communication and the Internet.
Table 4-5

Descriptive Analysis of Tourist Characteristics of the Sample
Variables

First-Time Tourists
Repeat Tourists
Total Sample
(n = 453)
(N = 513)
(n =60)
Frequency Percentage Frequency Percentage Frequency Percentage

Frequency of Visits

6 or more

0

0

22 1

48.8

22 1

43.1

Male

25

41.7

177

39.1

202

39.4

Female

35

58.3

276

60.9

311

60.6

Gender

Table 4-5 (Continued)
Variables

65 or older

First-Time Tourists
Reoeat Tourists
(n =60)
(n = 453)
Frequency Percentage Frequency Percenae

Total Samole
(N = 513)
Frequency Percentage

2

3.3

8

1.8

10

1.9

26

43.3

160

35.3

186

36.3

19

31.6

31

6.8

39

7.6

33

5.5

104

23.0

127

24.8

6

10.0

33

7.3

42

8.2

1

1.7

230

50.8

244

47.6

I

1.7

55

12.1

61

11.9

Marital Status

Single
Married
Separated
Divorced
Widowed
Residential Status

Northern Taiwan
Central Taiwan
Southern Taiwan
Eastern Taiwan
Other
Education Status

Attended Senior
High School or Less
Senior High
School Graduate
Attended
CollegeAJniversity
CollegeAJniversity
Graduate
Graduate School
Graduate

Table 4-5 (Continued)
Variables

First-Time Tourists
(n =60)
Frequency Percentage

Reveat Tourists
Total Samole
(n = 453)
(N = 513)
Frequency P e r c e n t a g e u e n c y P m

Occupation
Employed

29

48.4

265

58.5

294

57.3

Self-Employed

8

13.3

63

13.9

71

13.8

Retired

2

3.3

20

4.4

22

4.3

0

4

6.7

10

2.2

14

2.7

1

12

20.0

72

15.9

84

16.4

2

16

26.7

107

23.6

123

24.0

3-6

20

33.3

196

43.3

216

42.1

8

13.3

68

15.0

76

14.8

Below 500

5

8.3

65

14.3

70

13.6

501-1,000

24

40.0

113

24.9

137

26.7

1,001-2,000

20

33.3

114

25.2

134

26.1

2,OO 1-4.000

6

10.0

99

21.8

105

20.5

Over 4,000

5

8.4

62

13.7

67

13.1

1

35.0

197

43.5

218

42.5

1 Day

23

38.3

163

36.0

186

36.3

2 Days

11

18.4

56

12.4

67

13.1

3 Days

3

5.0

28

6.2

31

6.0

Over 3 Days

2

3.3

9

2.0

1

2.1

Unemployed
Companion

Over 6
Expense

Length of Stay
Less Than 1 Day

.

e

Table 4-5 (Continued)
Variables

-

Information
Sourcing about
Taiwan
destinations
Personal
Communications
Internet
Electronic Media
Print Media
Commercial Ad.
Travel Agencies
TBT
Tourism Shows or
Exhibitions
Other

Information
Sourcing about
Tamshui
Personal
Communications
Internet
Electro~cMedia
Print Media
Commercial Ad.
Travel Agencies
TBT
Tourism Shows or
Exhibitions
Other

First-Time Tourists
(n =60)
F r e w Percentage

Repeat Tourists
(n = 453)
Frequency Percentage

Total Sample
(N = 513)
Frequency Percentage

Descriptive Analysis of Customer-Based Brand Equity for a Tourism Destination
The destination evaluation scale model of Customer-Based Brand Equity for a
Tourism Destination (CBBETD) was adapted from Konecnik's (2006a) Croatian-Based
Brand Equity for Slovenia as a Tourism Destination (CBBESTD). The four dimensions
of brand awareness, image, perceived quality, and brand loyalty were derived mainly
from the propositions of Brand Equity (Aaker, 199 1, 1996; Keller, 1993, 2003b). In the
current research, 35 survey items were included on a five-point Likert scale (1 = Strongly
Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree) to measure these
four dimensions about Tamshui.
As shown in Table 4-6, the highest and lowest means of variables were used to
examine the frequency distributions over the four dimensions. In brand awareness, 277
respondents (54.0%) strongly agreed that they had heard of Tamshui as a tourism
destination (Awareness 1). This commanded the highest mean of 4.20 with a standard
deviation of 1.103. In contrast, 277 respondents (54.0%) answered they had no difficulty
envisioning Tamshui in their minds (Awareness 5), which manifested the lowest mean of
2.15 with a standard deviation of 1.227.

In the dimension of image, Image 4 and Image 5 were tied with a mean of 3.8. In
Image 4, 263 respondents (5 1.3%) agreed there were modern health activities at Tamshui,
with a standard deviation of .793. In answering Image 5,258 respondents (50.3%)
agreed that there were good opportunities for recreational activities and events. The
standard deviation was .923. However, with the lowest mean of 3.27 and a standard
deviation of .923, 215 respondents (41.9%) remained neutral when asked whether they
could recall some of Tamshui's characteristics (Image 3).

Pertaining to perceived quality, 210 respondents (40.9%) said there were few
problems with communications (Quality 9), with the highest mean of 3.95 and a standard
deviation of 385. The lowest mean of 2.79 appeared on Quality 2 when 242 respondents
(47.2%) replied neutral about whether Tamshui offers an unpolluted environment. The
standard deviation was .886. Regarding brand loyalty, the highest mean of 3.90 with a
standard deviation of ,869 applied to Loyalty 1 where 240 respondents (46.8%) said they
would like to visit Tamshui again. This contrasted with the lowest mean of 3.49 when
237 respondents (46.2%) answered neutral to the question that Tamshui provides more
benefits than Taiwan's similar tourist destinations (Loyalty 3). The standard deviation
was .778.
Table 4-6

Descriptive Analysis of Customer-Based Brand Equity for a Tourism Destination of the
I

Total Sample (N = 513)
Items

Strongly
Disagree
1

Awareness 1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Mean

4.20

Frequency

27

Percentage.

5.3

Awareness 2
Frequency

27

Percentage

5.3

Awareness 3
Frequency

6

Percentage

1.2

Awareness 4
Frequency

2

Percentage

.4

Standard
Deviation
1.103

Table 4-6 (Continued)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Awareness 5
Frequency

56

118

169

110

60

Percentage

10.9

23.0

32.9

21.4

11.7

Image 1
Frequency

2

28

168

227

88

Percentage

.4

5.5

32.7

44.2

17.2

Image 2

7

36

187

206

77

Frequency

2

30

209

211

61

Percentage

.4

5.8

40.7

41.1

11.9

Frequency

Mean

Standard
Deviation

3.00

1.163

3.72

323

3.60

374

3.55

,797

3.43

,866

Percentage
Image 3
Frequency
Percentage
Image 4
Frequency
Percentage
Image 5
Frequency
Percentage
Image 6
Frequency
Percentage
Image 7
Frequency
Percentage
Image 8

Image 9
Frequency

5

29

213

21 1

55

Percentage

1O
.

5.7

41.5

41.1

10.7

Image 10
Frequency

7

52

222

176

56

Percentage

1.4

10.1

43.3

34.3

10.9

Table 4-6 (Continued)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Image 11
Frequency

4

53

219

171

66

Percentage

.8

10.3

42.7

33.3

12.9

Image 12
Frequency

1

28

232

199

53

Percentage

.2

5.5

45.2

38.8

10.3

Image 13
Frequency

3

25

192

227

66

Percentage

.6

4.9

37.4

44.2

12.9

Image 14
Frequency

2

29

220

217

45

Percentage

.4

5.7

42.9

42.3

8.8

Image 15
Frequency

6

32

24 1

190

44

Percentage

1.2

6.2

47.0

37.0

8.6

Image 16
Frequency

9

68

222

168

46

Percentage

1.8

13.3

43.3

32.7

9.0

Quality 1
Frequency

21

126

25 1

100

IS

Percentage

4.1

24.6

48.9

19.5

2.9

Quality 2
Frequency
Percentage
Quality 3
Frequency
Percentage
Quality 4
Frequency
Percentage
Quality 5
Frequency
Percentage

Mean

Standard
Deviation

3.47

,873

3.54

.760

3.64

,788

3.53

.750

3.46

,785

3.34

.881

2.93

.847

Table 4-6 (Continued)
Items
Quality 6
Frequency
Percentage
Quality 7
Frequency
Percentage
Quality 8
Frequency
Percentage
Quality 9
Frequency
Percentage
Quality 10
Frequency
Percentage
Loyalty 1
Frequency
Percentage
Loyalty 2
Frequency
Percentage
Loyalty 3
Frequency
Percentage
Loyalty 4
Frequency
Percentage

Strongly
Disagree
1

Disagree

Neutral

Agree

Strongly
Agree

2

3

4

5

Mean
3.81

Standard
Deviation
,769

Table 4-7 presents a descriptive analysis of the first-time tourists (n = 60). The
highest and lowest means of items depict the frequency distributions over the four
researched dimensions. In brand awareness, the highest mean stood at 4.05 accompanied
by a standard deviation of 1.268 when 30 respondents (50.0%) strongly agreed that they
had heard of Tamshui as a tourist destination (Awareness I). But item Awareness 2
received the lowest mean of 2.62 in a standard deviation of 1.277. Seventeen
respondents (28.3%) disagreed that they had difficulty picturing Tamshui in their minds.

In the dimension of image, the highest mean of 3.68 applied to item Image 7 with
a standard deviation of .792 when 29 respondents (48.3%) agreed that Tamshui provides
good conservation for its historical and cultural attractions. Whereas Image 16 received
the lowest mean of 3.36 with a standard deviation of 3 4 3 when 25 respondents (41.7%)
replied neutral about Tamshui's boating activities.
The dimension of perceived quality had the highest mean of 3.87 with a standard
deviation of 3 9 2 when 23 respondents (38.3%) said there were few problems with
communications (Quality 9). The lowest mean of 3.10 was found among 30 respondents
(50.0%) who answered neutral to the question that there is a high level of cleanliness
(Quality I).
Finally, in the dimension of brand loyalty, 26 respondents (43.3%) replied neutral
when asked whether they intended to recommend Tamshui to their friends. This gave the
highest mean of 3.63 to item Loyalty 2 with a standard deviation of .882. When asked
whether Tamshui is more desirable than Taiwan's similar destinations (Loyalty 3), 29
respondents (48.3%) remained neutral, which brought about the lowest mean of 3.42 and
a standard deviation of .869.

Descriptive Analysis of Customer-Based Brand Equity for a Tourism Destination of the
First-Time Tourists (n = 60)
Items
Awareness 1
Frequency
Percentage
Awareness 2
Frequency
Percentage
Awareness 3
Frequency
Percentage
Awareness 4
Frequency
Percentage
Awareness 5
Frequency
Percentage
Image 1
Frequency
Percentage
Image 2
Frequency
Percentage
Image 3
Frequency
Percentage
Image 4
Frequency
Percentage
Image 5
Frequency
Percentage

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Mean
4.05

Standard
Deviation
1.268

Table 4-7 (Continued)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Image 6

Frequency

0

4

23

27

Percentage

0

6.7

38.3

45.0

0

4

19

29

Percentage

0

6.7

31.7

48.3

1

1

27

23

Percentage

1.7

1.7

45.0

38.3

3.58

.766

3.68

,792

3.60

,807

3.57

,745

3.37

,843

10.0
8
13.3

Image 8

Frequency

Standard
Deviation

6

Image 7

Frequency

Mean

8
13.3

Image 9

Frequency
Percentage
Image 10

Frequency
Percentage
Image 11

Frequency
Percentage
Image 12

Frequency
Percentage
Image 13

Frequency
Percentage
Image 14

Frequency
Percentage
Image 15

Frequency

0

3

26

25

Percentage

0

5O
.

43.3

41.7

6
10.0

Image 16

Frequency

1

Percentage

1.7

7
11.7

25

23

4

41.7

38.3

6.7

Table 4-7 (Continued)
Items

Strongly
Diigree

Disagree

Neutral

Agree

1

2

3

4

Strongly
Agree
5

Quality 1

Frequency

2

Percentage

3.3

9
15.0

30

19

0

50.0

31.7

0

Quality 2

Frequency

0

10

32

12

6

Percentage

0

16.7

53.3

20.0

10.0

Quality 3

Frequency

0

9

Percentage

0

15.0

33

13

5

55.0

21.7

8.3

Quality 4

Frequency

0

7

Percentage

0

11.7

33

16

4

55.0

26.7

6.7

Quality 5

Frequency

1

Percentage

1.7

8
13.3

31

14

6

51.7

23.3

10.0

Quality 6

Frequency

2

3

15

28

12

Percentage

3.3

5.0

25.0

46.7

20.0

Quality 7

Frequency

1

3

27

19

10

Percentage

1.7

5.0

45.0

31.7

16.7

Quality 8

Frequency

2

4

34

12

8

Percentage

3.3

6.7

56.7

20.0

13.3

Quality 9

Frequency
Percentage

I

I

19

23

16

1.7

1.7

31.7

38.3

26.7

Quality 10

Frequency

0

7

Percentage

0

11.7

26

21

43.3

35.0

2

Percentage

3.3

Standard
Deviation

3.10

.775

3.23

,851

3.23

.810

3.28

.76 1

3.27

,880

3.75

,950

3.57

.890

3.33

.9 14

3.87

,892

3.43

.831

3.62

1.010

6
10.0

Loyalty 1

Frequency

Mean

6

16

25

11

10.0

26.7

41.7

18.3

Table 4-7 (Continued)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Loyalty 2
Frequency

1

2

26

20

11

Percentage

1.7

3.3

43.3

33.3

18.3

Loyalty 3
Frequency

0

7

Percentage

0

11.7

29

16

8

48.3

26.7

13.3

Loyalty 4
Frequency

0

7

Percentage

0

11.7

27

15

11

45.0

25.0

18.3

Mean

Standard
Deviation

3.63

,882

3.42

.869

3.50

,930

In the analysis of the repeat group (n = 453), frequency distribution was also

measured across the four dimensions with a look at the highest and lowest means. In
brand awareness, the highest mean was 4.22 with a standard deviation of 1.079 when 247
respondents (54.5%) strongly agreed they had heard of Tamshui (Awareness 1). Item
Awareness 2 received the lowest mean of 2.09 and a standard deviation of 1.208 when
192 respondents (42.4%) strongly disagreed they had difficulty envisioning Tamshui in
their minds.

Ln the dimension of image, Image 4 and Image 5 shared the highest mean of 3.83,
with standard deviations at .764 and .747 respectively. On Image 4, 238 respondents
(52.5%) agreed that there are modem health activities. On Image 5,230 respondents
(50.8%) agreed there were good opportunities for recreational activities and events. To
Image 3 that there were modern recreational activities, 186 respondents (4 1.1%) gave a
neutral answer, with the lowest mean of 3.25 and a standard deviation of .939.

As for perceived quality, the highest mean of 3.96 was found for Quality 9 with a
standard deviation of 3 8 4 when 187 respondents (41.3%) agreed there were few
problems with communications. With the lowest mean of 2.74 and a standard deviation
of 375,210 respondents (46.4%) replied neutral when asked whether there was an
unpolluted environment (Quality 2).
With respect to brand loyalty, item Loyalty 1 received the highest mean of 3.94
and a standard deviation of 3 1 5 when 215 respondents (47.5%) agreed they would like to
visit Tamshui again. Item Loyalty 3 had the lowest mean of 3.50 and a standard
deviation of .766, with 208 respondents (45.9%) replying neutral when asked whether
Tamshui offers more benefits than Taiwan's similar destinations. The results of these
analyses are presented in Table 4-8.

Table 4-8

Descriptive Analysis of Customer-Based Brand Equity for a Tourism Destination about
the Repeat Tourists ( n = 453)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Awareness 1
Frequency

21

15

53

117

247

Percentage

4.6

3.3

11.7

25.8

54.5

Awareness 2
Frequency

192

122

68

47

24

Percentage

42.4

26.9

15.0

10.4

5.3

Awareness 3
Frequency

4

28

112

181

128

Percentage

.9

6.2

24.7

40.0

28.3

Mean

Standard
Deviation
"-

4.22

1.079

2.09

1.208

3.89

,919

Table 4-8 (Continued)
Items

Awareness 4
Frequency
Percentage
Awareness 5
Frequency
Percentage
Image 1
Frequency
Percentage
Image 2
Frequency
Percentage
Image 3
Frequency
Percentage
Image 4
Frequency
Percentage
Image 5
Frequency
Percentage
Image 6
Frequency
Percentage
Image 7
Frequency
Percentage
Image 8
Frequency
Percentage
Image 9
Frequency
Percentage

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Mean

Standard
Deviation

Table 4-8 (Continued)
Items
Image 10
Frequency
Percentage
Image 11
Frequency
Percentage
Image 12
Frequency
Percentage
Image 13
Frequency
Percentage
Image 14
Frequency
Percentage
Image 15
Frequency
Percentage
Image 16
Frequency
Percentage
Quality 1
Frequency
Percentage
Quality 2
Frequency
Percentage
Quality 3
Frequency
Percentage
~ u a l i'4t ~
Frequency
Percentage

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Mean

3.43

Standard
Deviation

,864

Table 4-8 (Continued)
Items

Strongly
Disagree
1

Disagree

Neutral

Agree

2

3

4

Strongly
Agree
5

Quality 5
Frequency

9

Percentage

2.0

66

250

99

29

14.6

55.2

21.9

6.4

Quality 6
Frequency

0

Percentage

0

15
3.3

130

233

75

28.7

51.4

16.6

Quality 7
Frequency

4

Percentage

.9

27
6.0

228

157

37

50.3

34.7

8.2

Quality 8
Frequency

10

Percentage

2.2

40
8.8

259

119

25

57.2

26.3

5.5

Quality 9
Frequency

5

Percentage

1. I

16
3.5

107

187

138

23.6

41.3

30.5

204

161

40

45.0

35.5

8.8

Quality 10
Frequency

7

Percentage

1.5

41
9.1

Loyalty 1
Frequency

2

Percentage

.4

16
3.5

104

215

116

23.0

47.5

25.6

Loyalty 2
Frequency

3

Percentage

.7

14
3.1

136

2 13

87

30.0

47.0

19.2

Loyalty 3
Frequency

3

Percentage

.7

25
5.5

208

175

42

45.9

38.6

9.3

Loyalty 4
Frequency

3

Percentage

.7

18
4.0

163

196

73

36.0

43.3

16.1

Mean

Standard
Deviation

3.16

,822

3.81

,742

3.43

.763

3.24

.777

3.96

,884

3.41

,833

3.94

,815

3.81

301

3.50

,766

3.70

208

Descriptive Analysis of Tourists' Attitudes
The scale model of Tourists' Attitudes was derived from Kassem and Lee's
(2004) study based on the TPB (Ajzen, 1991). Five determinants (prior behavior,
behavioral intention, affective attitude, subjective norm, and perceived behavioral
control) were sorted out to cover 16 modified survey items. These variables were
measured by the use of a combined seven-point semantic differential rating scale and a
seven-point Likert-like rating scale.
The descriptive analysis relied on the highest and lowest means to state any
attitudinal change across the five dimensions. The total sample (N) was 513 respondents.
With the highest mean of 5.78 and a standard deviation of 1,674,296 respondents
(57.7%) answered that they had taken six or more tourist trips during the last 12 months
(Behavior 1). With the lowest mean 1.75 and a standard deviation of 1.076,284
respondents (55.4%) said they had never been to Ximen during the last 12 months
(Behavior 4).
Item Intention 1 received the highest mean of 5.54 and a standard deviation of
1.693, with 229 respondents (44.6%) strongly agreeing they intended to visit other
destinations in Taiwan in the next 12 months. Whereas item Intention 2 received the
lowest mean of 5.04 and a standard deviation of 1.628, with 135 respondents (26.3%)
saying they were very likely to visit Tamshui in the next 12 months.
On affective attitude, the highest mean of 5.15 applied to Attitude 1 with a
standard deviation of 1.146 when 178 respondents (34.7%) said the Tamshui trip was
slightly good. Attitude 2 occupied the lowest mean of 4.79, with 155 respondents

(30.2%) commenting that the Tamshui trip was between worthless and valuable. The
standard deviation was 1.268.

In the dimension of subjective norm, the highest mean stood at 4.56 with a
standard deviation of 1.462 when 168 respondents (32.7%) held a neutral opinion about
whether they would persuade their loved ones to visit Tamshui (SN 1). The lowest mean
of 2.83 and a standard deviation of 1.763 went to item SN 3 when 170 respondents
(33.1 %) strongly disagreed that they had made the Tamshui trip under pressure.
Regarding the dimension of perceived behavioral control, the highest mean of
5.62 and a standard deviation of 1.453 were recorded for item PBCl when 202
respondents (39.4%) strongly agreed they had complete control in deciding to visit
Tamshui again. With the lowest mean of 5.23 and a standard deviation of 1.503, 145
respondents (28.3%) strongly agreed they would choose to visit Tarnshui again (PBC 3).
This descriptive analysis and its results are presented in Table 4-9.

Table 4-9

Descriptive Analysis of Tourists' Attitudes of the Total Sample ( N = 513)
Items
Behavior 1
Frequency
Percentage
Behavior 2
Frequency
Percentage
Behavior 3
Frequency
Percentage

1

2

3

4

5

6

7

Mean
5.78

Standard
Deviatis
1.674

Table 4-9 (Continued)
Items

1

2

3

4

5

6

7

Behavior 4

Frequency

284

132

57

26

9

3

2

Percentage

55.4

25.7

11.1

5.1

1.8

.6

.4

5

3

1.0

.6

Behavior 5

Frequency

254

156

62

24

9

Percentage

49.5

30.4

12.1

4.7

1.8

Behavior 6

Frequency

163

168

99

34

9

13

27

Percentage

31.8

32.7

19.3

6.6

1.8

2.5

5.3

66

77

229

12.9

15.0

44.6

Intention 1

Frequency

16

18

33

74

Percentage

3.1

3.5

6.4

14.4

Intention 2

Frequency

12

23

53

117

84

89

135

Percentage

2.3

4.5

10.3

22.8

16.4

17.3

26.3
127
24.8

Intention 3

Frequency

8

18

48

I10

104

98

Percentage

1.6

3.5

9.4

21.4

20.3

19.4

Attitude 1

Frequency

2

5

25

110

178

125

68

Percentage

.4

1.0

4.9

21.4

34.7

24.4

13.3

Attitude 2

Frequency

4

14

47

155

151

85

57

Percentage

.8

2.7

9.2

30.2

29.4

16.6

11.1

Attitude 3

Frequency

6

8

38

122

158

111

70

Percentage

1.2

1.6

7.4

23.8

30.8

21.6

13.6

SN 1

Frequency

14

29

56

168

109

77

60

Percentage

2.7

5.7

10.9

32.7

21.2

15.0

11.7

SN 2

Frequency

18

35

56

177

115

67

45

Percentage

3.5

6.8

10.9

34.5

22.4

13.1

8.8

Mean

1.75

Standard
Deviation
1.076

1.84

1.1 14

2.42

1.575

5.54

1.693

5.04

1.628

5.12

1.525

5.15

1.146

4.79

1.268

5.01

1.275

4.56

1.462

4.40

1.442

Table 4-9 (Continued)
Items

1

2

3

4

5

6

7

SN 3
Frequency

170

94

59

97

47

27

19

Percentage

33.1

18.3

11.5

18.9

9.2

5.3

3.7

PBC 1
Frequency

6

11

23

83

89

99

202

Percentage

1.2

2.1

4.5

16.2

17.3

19.3

39.4

PBC 2
Frequency

8

13

36

87

84

96

189

Percentage

1.6

2.5

7.0

17.0

16.4

18.7

36.8

PBC 3
Frequency

5

15

49

100

106

93

145

Percentage

1.0

2.9

9.6

19.5

20.7

18.1

28.3

Mean
2.83

Standard
Deviation
1.763

5.62

1.453

5.48

1.539

5.23

1.503

In the first-time tourist group (n = 60), the determinant of prior behavior gave the
highest mean of 4.43 to item Behavior 1, with 16 respondents (26.7%) saying they had
taken six or more tourist trips during the last 12 months. The standard deviation was

1.960. Whereas 41 respondents (68.3%)said they had never been to Ximen during the
last 12 months (Behavior 4), which constituted the lowest mean of 1.63 and a standard
deviation of .207.
In behavioral intention, item Intention 1 captured the highest mean 5.08 and a
standard deviation of 1.960, with 23 respondents (38.3%)strongly agreeing they intended
to visit other Taiwan destinations in the next 12 months. Item Intention 2 had the lowest
mean of 4.72 with a standard deviation of 1.786 when 15 respondents (25.0%) answered
they would very likely visit Tamshui again in the next 12 months. Sixteen respondents

(26.7%),with a standard deviation of 1 .595, strongly agreed they would visit Tamshui
again in the next 12 months if everything went well as they had planned.

On the dimension of affective attitude, item Attitude 1 enjoyed the highest mean
of 5.40 and a standard deviation of 1.210, with 23 respondents (38.3%) commenting that
their Tamshui trip was slightly good. With the lowest mean of 5.02 and a standard
deviation of 1.384, 16 respondents (26.7%) thought their Tamshui trip was slightly
valuable (Attitude 2).

In subjective norm, the highest mean of 4.68 and a standard deviation of 1.631
were recorded for item SN 1 where 17 respondents (28.3%) remained neutral about
whether their loved ones thought they should visit Tamshui again (SN 1). The lowest
mean of 3.48 and a standard deviation of 1.742 went to SN 3, with 18 respondents

(30.0%)remaining neutral about whether they had made this Tamshui trip under outside
pressure.
On perceived behavioral control, the highest mean of 5.64 with a standard
deviation of 1.442 was recorded for PBC I, with 2 1 respondents (35.0%) strongly
agreeing they had complete control over a decision to visit Tamshui again. The lowest
mean of 5.26 with a standard deviation of 1 .SO 1 related to PBC 3 when 13 respondents

(21.7%) strongly agreed they would be able to choose to visit Tamshui again in the
following year. This descriptive analysis and its results are represented in Table 4-10.

Table 4- 10
Descriptive Analysis of Tourists' Attitudes of First-Time Tourists ( n = 60)
1

Items

2

3

5

4

6

7

Behavior 1

Frequency

3

Percentage

5.0

9

9

13

6

15.0

15.0

21.7

10.0

4

16

6.7

26.7

Behavior 2

Frequency

24

28

4

2

1

0

1

Percentage

40.0

46.7

6.7

3.3

1.7

0

1.7

Behavior 3

Frequency
Percentage
Behavior 4

Frequency
Percentage
Behavior 5

Frequency
Percentage
Behavior 6

Frequency
Percentage
Intention 1

Frequency
Percentage
Intention 2

Frequency
Percentage
Intention 3

Frequency
Percentage
Attitude 1

Frequency
Percentage

Mean

4.43

Standard
Deviation
1.960

1.87

1.081

1.77

1.140

Table 4- 10 (Continued)
Items

1

2

3

Attitude 2

4

5

6

7

Mean

Standard
Deviation

5.02

1.384

Frequency
Percentage
Attitude 3
Frequency
Percentage
SN 1
Frequency
Percentage
SN 2
Frequency
Percentage
SN 3
Frequency
Percentage

PBC 1
Frequency
Percentage

PBC 2
Frequency
Percentage

PBC 3
Frequency
Percentage

In the repeat tourist group (n = 453), the determinant of prior behavior registered
the highest mean of 5.95 and a standard deviation of 1.550 to item Behavior 1 when 280
respondents (61.8%) answered they had taken six or more tourist trips during the last 12
months. With the lowest mean of 1.77 and a standard deviation of 1.058, 243
respondents (53.6%) replied that they had never been to the tourism destination of Ximen
during the last 12 months (Behavior 4).

The determinant of behavioral intention recorded the highest mean of 5.60 and a
standard deviation of 1.647 for item Intention 1, with 206 respondents (45.5%) strongly
agreeing they intended to tour other Taiwanese sites in the next 12 months. With the
lowest mean of 5.08 and a standard deviation of 1.603, 120 respondents (26.5%)
answered it was very likely that they would visit Tamshui again in the next 12 months
(Intention 2).
In the dimension of affective attitude, item Attitude 1 took the highest mean of
5.12 and a standard deviation of 1.I34 when 155 respondents (34.2%) remarked that the
Tamshui trip was slightly good. With the lowest mean of 4.76 and a standard deviation
of 1.250, 142 respondents (3 1.3%) held a neutral opinion about the value of the Tamshui
trip (Attitude 2).
In the determinant of subjective norm, item SN 1 had the highest mean of 4.54
with a standard deviation of 1.439, with 151 respondents (33.3%) remaining neutral to
the question whether people who are important to them thought they should visit
Tamshui again. With the lowest mean of 2.75 and a standard deviation of 1.750, 159
respondents (35.1%) said they had no pressure to take the Tamshui trip (SN 3).

In the determinant of perceived behavioral control, the highest mean of 5.64 in a
standard deviation of 1.442 related to PBC 1 when 181 respondents (40.0%) answered
they had complete control over their next visit to Tamshui. However, only 133
respondents (29.4%) strongly agreed they would be able to choose to visit Tamshui again
(PBC 3). This led to the lowest mean of 5.26 with a standard deviation of 1.501. The
results of this descriptive analysis are presented in Table 4- 11.

Table 4- 1 1

Descriptive Analysis of Tourists' Attitudes of the Repeat Tourists (n = 453)
Items
Behavior 1
Frequency
Percentage
Behavior 2
Frequency
Percentage
Behavior 3
Frequency
Percentage
Behavior 4
Frequency
Percentage
Behavior 5
Frequency
Percentage
Behavior 6
Frequency
Percentage
Intention 1
Frequency
Percentage
Intention 2
Frequency
Percentage
Intention 3
Frequency
Percentage
Attitude 1
Frequency
Percentage

1

2

3

4

5

6

7

Mean
5.95

Standard
Deviation
1.550

Table 4-1 1 (Continued)
Items

1

2

3

4

5

6

7

Attitude 2

Frequency

4

11

Percentage

.9

2.4

42
9.3

142

135

72

47

31.3

29.8

15.9

10.4

Attitude 3

Frequency

3

8

Percentage

.7

1.8

33
7.3

110

143

100

56

24.3

31.6

22.1

12.4

SN 1

Frequency

12

27

46

151

100

69

48

Percentage

2.6

6.0

10.2

33.3

22.1

15.2

10.6

SN 2

Frequency

15

30

48

159

105

58

38

Percentage

3.3

6.6

10.6

35.1

23.2

12.8

8.4

Frequency

159

86

50

81

39

22

16

Percentage

35.1

19.0

11.0

17.9

8.6

4.9

3.5

PBC l
Frequency

5

9

Percentage

1.1

2.0

21
4.6

70

78

89

181

15.5

17.2

19.6

40.0

PBC 2
Frequency
Percentage

6

13

1.3

2.9

28
6.2

78

73

83

172

17.2

16.1

18.3

38.0

PBC 3
Frequency
Percentage

4

13

.9

2.9

42
9.3

88

93

80

133

19.4

20.5

17.7

29.4

Mean

4.76

Standard
Deviation
1.250

5.00

1.232

4.54

1.439

4.40

1.418

5.64

1.442

5.51

1.529

5.26

1.501

Research Question 2 (RQ 2)
Are there any differences in tourist characteristics (socio-demographic, travel
details, and information souring), customer-based equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty), and tourists' attitudes (prior
behavior, behavioral intention, affective attitude, subjective norm, and perceived
behavioral control) between the first-time and repeat tourists?

Table 4-12 illustrates the differences found between the two groups in which 60
participants (12%) were first-time visitors and 453 (88%) were repeaters. From a t-test,
Awareness 2 ( t = 3 . 1 3 5 , ~< .01), Quality 2 (t = 4 . 1 5 7 , ~< .001), and SN 3 ( t = 3 . 0 6 8 , ~<
.01) all demonstrated positive significant differences between these two groups. In

contrast, Age ( t = - 1.99 1, p < .05), Education (t = -3.733, p < .001), Awareness 3 ( t = -

3 . 5 3 4 , ~< .05), Loyalty 1 ( t = - 2 . 8 2 4 , ~c .05), Behavior 1 ( t = -6.904, p < .001),
Behavior 2 ( t = - 5.341, p < .001), Behavior 3 (t = -4.054, p < .001), Behavior 6 ( t = -

3.393, p c .01), Intention 1 ( t = -2.232, p < .05), and Intention 3 ( t = -2.171, p c.05) all
indicated negative significant differences.
A Chi-Square test examined the differences of nominal variables between the two
groups, and the results showed significant differences in Gender

Marital Status k2= 628.179, p = .000), Residential Status

p = 23.160, p = .000),

p = 563.988, p = .000),

Occupation OF = 464.495, p = .000), Tourism Information Sourcing about Taiwan's
Destinations

01'

h2= 426.912, p = .000), and Tourism Information Sourcing about Tamshui

= 430.772, p = .000). See Table 4-13.

Table 4-12

Independent Sample t-test of Groups by Tourist Characteristics, CBBETD Scale, and
Scale of Tourists' Attitudes
Items

Mean

Mean

t

df

Sig.

First-Time

Repeat

Difference

(2-tailed)

Tourists

Tourists

Age

2.50

2.83

- ,326

-

1.991

511

,047

Education

2.78

3.38

- ,601

-

3.733

511

,000

Awareness 2

2.62

2.09

,524

3.135

51 1

,002

Awareness 3

3.43

3.89

- ,452

- 3.534

511

,000

Awareness 4

3.65

3.93

-

,284

- 2.285

51 1

,023

Image 4

3.57

3.83

- ,263

-

2.428

51 1

.016

Image 5

3.60

3.83

- ,230

-

2.184

511

.029

Quality 2

3.23

2.74

,498

4.157

511

,000

Loyalty 1

3.62

3.94

- ,326

- 2.824

511

,005

Behavior 1

4.43

5.95

- 1.520

- 6.904

511

,000

Behavior 2

1.87

2.98

- 1.118

- 5.341

511

,000

Behavior 3

1.77

2.79

-

1.028

- 4.054

511

Behavior 6

1.78

2.5 1

- ,727

- 3.393

511

,001

Intention 1

5.08

5.60

-

.517

- 2.232

511

.026

Intention 3

4.72

5.17

-

,453

-

2.171

511

.030

.

.OOO

Table 4- 13

Chi-Square Table of Groups by Gender, Marital Status, Residential Status, Occupation,
and Tourism Information Sourcing about Taiwan's Destinations and Tamshui
Variables

Value

df

Mean

p-

(2)

value

Mean

First-Time

Repeat

Tourists

Tourists

Difference

Gender

23.160

1

,000

1.58

1.61

.03

Marital Status

177.485

2

,000

1.78

1.80

.02

Residential Status

210.982

4

,000

1.87

1.61

1.76

Occupation

193.421

1

,000

2.33

2.02

.3 1

Tourism Information Sourcing

22.1 17

2

,000

2.40

2.93

.53

14.082

2

,000

2.50

2.94

.44

about Taiwan's Destinations
Tourism Information Sourcing
about Tamshui

Research Hypotheses
Two hypotheses were tested, and the results are presented here. Hypothesis 1
(HI) explored the explanatory relationships between scales of CBBETD and Tourists'

Attitudes. Hypothesis 2 (H2) examined the explanatory relationships among tourist
characteristics, CBBETD Scale, and Tourists' Attitudes. For all hypotheses testing,
Pearson r correlation and hierarchical multiple regression were applied to derive the
results for this study.
Research Hypothesis 1 (HI)
Customer-based brand equity for a tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are significant explanatory variables of tourists'
attitudes (prior behavior, behavioral intention, affective attitude, subjective norm, and
perceived behavioral control).

HI,: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of prior behavior.

In testing HI,, Pearson r correlation and hierarchical (enter) linear regression were
used to evaluate the explanatory relationships among brand awareness, image, perceived
quality, brand loyalty, and prior behavior. For all four subscales of the CBBETD scale,
there were significant positive correlations with the subscale of Prior Behavior: Brand
Awareness (r = .084, p = .029), Image (r = .145, p = .000), Perceived Quality (r = .101, p
= .O1 l), and Brand Loyalty (r = .093, p = .017).

These positive correlations established convergent validity between variables of
the CBBETD Scale and prior behavior. Table 4-14 presents Pearson r correlations of
Brand Awareness, Image, Perceived Quality, Brand Loyalty, and Prior Behavior.

Table 4-14
Pearson r Correlation of Brand Awareness, Image, Perceived Quality, Brand Loyalty,
and Prior Behavior
Brand
Awareness

Image

Perceived
Quality

Brand
Loyalty

Pearson r
Correlation

Prior
Behavior

,084

,145

,101

,093

p = (1-tailed)

Prior
Behavior

,029

.OOO

.O 1 1

,017

Hierarchical Linear Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Prior Behavior
Hierarchical (enter) linear regression was used to test HI, and to find the best
explanatory model of the relationship among brand awareness, image, perceived quality,
brand loyalty, and prior behavior. Four variables from the CBBETD Scale were found to
have significant Pearson r correlations with Prior Behavior: Brand Awareness, Image,

Perceived Quality, and Brand Loyalty.
Four different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was not more than 10 (ranging from 1.000 to 2.388). The tolerance was more than

.10 (ranging from .419 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-15, each of the four models had significant F values, testing
for the significance of R2, which is the significance of the regression model as a whole.
With each entry of a new variable into the model, with the same value of the R2 (.021),
the adjusted R2 decreased continuously after Model 1. Model 1 ( F = 11.032, p = .001)
with one explanatory variable of Image has the highest adjusted R2 (.019) compared to
Model 2 (.017) with two explanatory variables of Image and Perceived Quality, Model 3
(.016) with three explanatory variables of Image, Perceived Quality, and Brand Loyalty,
and Model 4 (.014) with four explanatory variables of Image, Perceived Quality, Brand

Loyalty, and Brand Awareness. Model 1 was selected as the best explanatory model on
the relationships between variables of Brand Awareness, Image, Perceived Quality,

Brand Loyalty, and Prior Behavior.

To analyze the individual predictors in Model I, the t-statistics (B/SE) was
significant for Image (positively related, t = 3.322, p = .001), and the standardized Beta
coefficients @) was .145: According to the findings, HI, was partially supported (F=
11.032, p = .001). Image was the significant positive explanatory variable of Brand

Awareness, Image, Perceived Quality, and Brand Loyalty, explaining a range of 1.9 % to
2.1 % of the variance in Prior Behavior. The best explanatory model found was:

Prior Behavior = 1 1.130 (constant) + .I09 (Image) + e

Table 4- 15

Hierarchical Multiple Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Prior Behavior
Model

B

SE

3
I

t

p-value

F

R'

Ib)
1 (Constant)
Image

11.130

1.885

,109

.033

,145

5.905

,000

3.322

,001

11.032

Adjusted
R~

.021

.019

5.537
(.004)

,021

.O 17

3.699
(.O 12)

.021

,016

2.785

.021

,014

(.001)
2 (Constant)

10.913

2.079

Image

,102

,042

Perceived Quality

,018

,073

10.786

2.23 1

Image

,097

,047

Perceived Quality

,016

Brand Loyalty

,032

3 (Constant)

4 (Constant)

5.249

,000

,136

2.410

,016

.0 14

,248

,804

5.038

,000

,130

2.057

,040

,073

,013

.223

,824

,128

,014

.252

,801

4.643

,000

.I24

1.833

,067

.073

,012

.214

,831

.032

,128

,013

,251

202

,024

,116

.011

,207

,836

10.621

2.288

Image

.093

,051

Perceived Quality

,016

Brand Loyalty
Brand Awareness

Hlb: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of behavioral intention.
In testing HLbr
Pearson r correlation and hierarchical multiple regression analyses
were used to examine the explanatory relationships among brand awareness, image,
perceived quality, brand loyalty, and behavioral intention. All four subscales of the

CBBETD Scale were found to have significant positive correlations with the subscale of
Behavioral Intention: Brand Awareness ( r = .2 12, p = .000), Image (r = .27 1, p = .000),
Perceived Quality (r = .165, p = .000), and Brand Loyalty ( r = .398, p = .000). These
positive correlations established convergent validity between variables of the CBBETD
model and behavioral intention. Table 4- 16 presents Pearson r correlations of Brand

Awareness, Image, Perceived Quality, Brand Loyalty, and Behavioral Intention.

Table 4- 16

Pearson r Correlation of Brand Awareness, Image, Perceived Quality, Brand Loyalty,
and Behavioral Intention

Pearson r
Correlation

Behavioral
Intention

p = (1-tailed)

Behavioral
Intention

Brand
Awareness
,212

Image

Perceived
Quality

.27 1

,165

Brand
Loyalty
,398

,000

.OOO

,000

.OOO

Hierarchical Linear Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Behavioral Intention
Hierarchical (enter) linear regression was used to test Hlb and to find the best
explanatory model for the relationships between variables of the CBBETD Scale (brand
awareness, image, perceived quality, and brand loyalty) and behavioral intention. For all
four variables of the CBBETD Scale were found to have significant Pearson r correlations
with Behavioral Intention: Brand Awareness, Image, Perceived Quality, and Brand
Loyalty.
Four different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was below 10 (ranging from 1.000 to 2.388), and the tolerance was above .I0

(ranging from .419 to 1.000). Thus, multicollinearity was not a problem (Garson, 2007).
As shown in Table 4-17, each of the four different models had significant F
values, testing for the significance of R2, which is the significance of the regression
model as a whole. With each entry of a new variable into the model, the R2 increased
continuously in Model 4, but the adjusted R2 stayed with the same value in Model 3 and
Model 4. Although Model 4 (F= 25.83 1, p = .000) with four explanatory variables,
including Brand Loyalty, Image, Brand Awareness, and Perceived Quality produced a
higher 2 (. 169) than Model 3 (. 167) with three explanatory variable of Brand Loyalty,
Image, and Brand Awareness, the adjusted R2 (.162) did not have improvement for the
explanatory variance. Thus, Model 3 was selected as the best explanatory model of
Brand Awareness, Image, Perceived Quality, Brand Loyalty, and Behavioral Intention.

Table 4- 17

Hierarchical Multiple Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Behavioral Intention
Model
1

(Constant)

B

6.618

SE

,941

P

t

7.035

P-

F

value
,000

(P)

R2

Adjusted

R2

Brand Loyalty
2 (Constant)

Brand Loyalty
Image
3 (Constant)

Brand Loyalty
Image
Brand Awareness
4 (Constant)
Brand Loyalty
Image
Brand Awareness
Perceived Quality

To analyze the individual predictors in Model 3, the t-statistics (B/SE) were
significant for Brand Loyalty (positively related, t = 7.288, p = .000) and Brand

Awareness (positively related, t = 21.978, p = .049), but not significant for Image ( t
= .284, p = ,776). Based on the relative importance of the predictor variables in

explaining behavioral intention in Model 3, the order of importance, according to the
standardized Beta coefficients @) were Brand Loyalty @ = .360) followed by Brand

Awareness @ = .094). According to the findings, Hypothesis l b was partially supported

( F = 34.096, p = .000): Brand Loyalty and Brand Awareness were significant positive
explanatory variables of the CBBETD scale, explaining a range of 16.2% to 16.7% of the
variance in behavioral intention. The best explanatory model found was:

Behavioral Intention = 4.726 (constant) + .553 (Brand Loyalty) + .I36 (Brand
Awareness) + e

HI,: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of affective attitude.
In testing HI,, Pearson r correlation and hierarchical multiple regression analyses

were applied to examine the explanatory relationships among brand awareness, image,
perceived quality, brand loyalty, and affective attitude. For all four subscales of the

CBBETD Scale, significant positive correlations were found with the subscale of
Affective Attitude: Brand Awareness (r = ,198, p = .000), Image ( r = .407, p = .000),
Quality ( r = .3 10, p = .000), and Brand Loyalty ( r = .390, p = .000). Positive correlations
established convergent validity between the CBBETD Scale and affective attitude.

Table 4- 18

Pearson r Correlation of Brand Awareness, Image, Perceived Quality, Brand Loyalty,
and Affective Attitude

-

Brand
Awareness

Image

Pearson r
Correlation

Affective
Attitude

.I98

,407

Perceived
Quality
.3 10

p = (1-tailed)

Affective
Attitude

,000

,000

,000

Brand
Loyalty

,000

,390

Hierarchical Linear Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Affective Attitude
Hierarchical (enter) linear regression was used to test HI, and to find the best
explanatory model of the relationship among brand awareness, image, perceived quality,
brand loyalty, and affective attitude. Four variables from the CBBETD Scale were found
to have significant Pearson r correlations with Affective Attitude: Brand Awareness,

Image, Perceived Quality, and Brand Loyalty.
Four different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was not more than 10 (ranging from 1.000 to 1.493). The tolerance was more than

.10 (ranging from .419 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-19, each of the four models had significant F values, testing
for the significance of R2, which is the significance of the regression model as a whole.
With each entry of a new variable into the model, the R2 and the adjusted R2 increased
continuously in Model 3. Model 3 ( F = 43.625, p = ,000) with three explanatory
variables (Image, Brand Loyalty, and Perceived Quality), and Model 4 ( F = 32.735, p =

.000) with four explanatory variables (Image, Brand Loyalty, Perceived Quality, and
Brand Awareness) produced a higher R2 (.205) than Model 1 (.166) with one explanatory
variable of Image and Model 2 (.202) with two explanatory variables of Image and Brand

Loyalty. In comparing the changes of Adjusted R2 between Model 3 and Model 4, the
Adjusted R2 decreased in Model 4 which has the same variance as Model 2. Thus, Model

3 was selected as the best explanatory measure on the relationships between variables of
Brand Awareness, Image, Perceived Quality, Bmnd Loyalty, and Affective Attitude.
To analyze the individual predictors in Model 3, the t-statistics (B/SE) were
significant for Image (positively related, t = 4.174, p = .000), Brand Loyalty (positively
related, t = 4.665, p = .000), and Perceived Quality (positively related, t = 1.242, p =
.000). Based on the relative importance of the predictor variables in explaining affective
attitude in Model 3, the order of importance according to the standardized Beta
coefficients @) were Image @ = .237) followed by Brand Loyalty @ = ,226) and
Perceived Quality @ = .064). According to the findings, HI, was partially supported (F =
43.625, p = .000): Image , Brand Loyalty, and Perceived Quality were significant
positive explanatory variables of Brand Awareness, Image, Perceived Quality, and Brand
Loyalty, explaining a range of 20.0 % to 20.5 % of the variance in Affective Attitude. The
best explanatory model found was:
Affective Attitude = 4.077 (constant) + .282 (Brand Loyalty) + .093 (Image) +
.043 (Perceived Quality) + e

Table 4- 19
Hierarchical Multiple Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Affective Attitude
B

Model

I

(Constant)
Image

SE

5.883

,909

,159

.016

P

,407

t

p-value

6.473

,000

10.086

,000

F
(1.)

R'

Adjusted

R"
,166

.164

,202

,199

43.625
(.OOO)

.205

,200

32.735

,205

,199

101.732
(.OOO)

2 (Constant)
Image
Brand Loyalty

4.559

.932

,107

,019

,289

,016

4.893

,000

,274

5.673

,000

,232

4.803

,000

64.597
(.OOO)

3 (Constant)

4.077

1.008

,093

,022

Brand Loyalty

,282

Perceived Quality

.043

Image

4 (Constant)

4.043

,000

,237

4.174

,000

,060

.226

4.665

,000

,034

.064

1.242

.215

4.268

1.077

,097

,024

Brand Loyalty

.282

Perceived Quality

,044

Brand Awareness

- .028

Image

3.962

,000

,248

4.064

,000

,060

.227

4.665

,000

.035

,065

1.260

,208

,054 - ,023

- ,506

,613

Hid: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of subjective norm.
In testing Hid, Pearson r correlation and hierarchical multiple regression analyses

were employed to examine the explanatory relationships among brand awareness, image,
perceived quality, brand loyalty, and subjective norm. For all four subscales of the

CBBETD Scale, significant positive correlations were found with the subscale of
Subjective Norm: Brand Awareness ( r = .149, p = .000), Image ( r = .325, p = .000),
Perceived Quality (r = .366, p = .000), and Brand Loyalty ( r = .194, p = .000). These
positive correlations established convergent validity between variables of the CBBETD

Scale and Subjective Norm. Pearson r correlations of Brand Awareness, Image,
Perceived Quality, Brand Loyalty, and Subjective Norm are presented in Table 4-20.

Hierarchical Linear Regression of Brand Awareness, Zmage, Perceived Quality, Brand
Loyalty, and Subjective Norm
Hierarchical (enter) linear regression was used to test Hid and to find the best
explanatory model of the relationships among brand awareness, image, perceived quality,
brand loyalty, and subjective norm. Four variables from the CBBETD model were found
to have significant Pearson r correlations with Subjective Norm: Brand Awareness,

Image, Perceived Quality, and Brand Loyalty.

Table 4-20

Pearson r Correlation of Brand Awareness, Image, Perceived Quality, Brand Loyalty,
and Subjective Norm
Brand
Awareness

Image

Pearson r
Correlation

Subjective
Norm

,149

,325

p = (1-tailed)

Subjective
Norm

,000

,000

Perceived
Quality,366

.OOO

Brand
,194

,000

Four different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor

(VIF) was not more than 10 (ranging from 1.000 to 2.388). The tolerance was more than
.I0 (ranging from .419 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-21, each of the four models had significant F values, testing
for the significance of R2, which is the significance of the regression model as a whole.
With each entry of a new variable into the model, the R2 increased continuously in Model

4 (increased from .I34 to .150), but and the adjusted R2 decreased after Model 2
(decreased from ,145 to .143). Model 2 (F = 44.530, p = .000), with two explanatory
variables including Perceived Quality and Image, produced the highest adjusted R2 (.145)
compared with Model 1 (. 132) with one explanatory variable of Perceived Quality,
Model 3 (.144) with three explanatory variables of Perceived Quality, Image, and Brand

Loyalty, and Model 4 (.143) with four explanatory variables of Perceived Quality, Image,
Brand Loyalty, and Brand Awareness. Model 2 was selected as the best explanatory
model of Brand Awareness, Image, Perceived Quality, Brand Loyalty, and Subjective

Norm.
To analyze the individual predictors in Model 2, the t-statistics (B/SE) were
significant for Perceived Quality (positively related, t = 5.064, p = .000) and Image
(positively related, t = 2.95 1, p = .003). Based on the relative importance of the predictor
variables in explaining Subjective Norm in Model 2, the order of relative importance
according to the standardized Beta coefficients @) were Perceived Quality @ = .267)
followed by Image @ = .156). According to the findings, Hidwas partially supported (F

= 44.530, p = .000): Perceived Quality and Image were selected as the significant

positive explanatory variables of the CBBETD Scale, explaining a range of 14.5% to
14.9% of the variance in Subjective Norm. The best explanatory model found was:

Subjective Norm = 2.295 (constant)+ .I82 (Perceived Quality) + .062 (Image)+ e

Table 4-2 1

Hierarchical Multiple Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Subjective Norm
Model

B

SE

3.587

,932

,072

,025

Brand Loyalty

- ,017

Brand Awareness

- ,044

1 (Constant)

fl

t

p-value

3.849

,000

2.866

,004

,063

- ,014 - ,272

,786

,057

- ,037 - ,781

,435

F
(P)

R'

Adjusted
R~

Perceived Quality
2 (Constant)
Perceived Quality
Image
3 (Constant)
Perceived Quality
Image
Brand Loyalty
4 (Constant)
Perceived Quality
Image

,181

22.379
(.OOO)

,150

.I43

HI,: Customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory
variables of tourists' attitudes of perceived behavioral control.
In testing HI,, Pearson r correlation and hierarchical multiple regression analyses

were conducted to examine the explanatory relationships between variables of the
CBBETD scale (brand awareness, image, perceived quality, and brand loyalty) and
perceived behavioral control. All four subscales of the CBBETD Scale were found to
have significant positive correlations with the subscale of Perceived Behavioral Control:

Brand Awareness (r = .228, p = .000), Image (r = .302, p = .000), Perceived Quality (r =
.187, p = .000), and Brand Loyalty ( r = 447, p = .000). These positive correlations
established convergent validity between Brand Awareness, Image, Perceived Quality,

Brand Loyalty, and Perceived Behavioral Control. Pearson r correlation results of Brand
Awareness, Image, Perceived Quality, Brand Loyalty, and Perceived Behavioral Control
are presented in Table 4-22.

Table 4-22

Pearson r Correlation of Brand Awareness, Image, Perceived Quality, Brand Loyalty,
and Perceived Behavioral Control
Brand

Image

Perceived

Brand

5
Loyalty
Pearson r
Correlation

Perceived Behavioral
Control

,228

,302

,187

,447

p = (1-tailed)

Perceived Behavioral
Control

,000

,000

,000

,000

Hierarchical Linear Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Perceived Behavioral Control
Hierarchical (enter) linear regression was used to test HI, and to find the best
explanatory model on the relationships among brand awareness, image, perceived
quality, brand loyalty, and perceived behavioral control. Four variables from the

CBBETD Scale were found to have significant Pearson r correlations with Perceived
Behavioral Control: Brand Awareness, Image, Perceived Quality, Brand Loyalty.
Four different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was not more than 10 (ranged from 1.000 to 2.388). The tolerance was more than

.10 (ranged from .419 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-23, each of the four different models had significant F
values testing for the significance of R2, which is the significance of the regression model
as a whole. With each entry of a new variable into the model, the R2 increased
continuously in the Model 4, and the adjusted R2 continuously increased in Model 3 and
stayed with the same value in Model 4. Model 3 (F = 44.989, p = .000), with three
explanatory variables including Brand Loyalty, Image, and Brand Awareness, produced a
higher adjusted R2 (.205) than Model 1 (.199) with one explanatory variable of Brand

Loyalty and Model 2 (.200) with two explanatory variables of Brand Loyalty and Image.
Although Model 4 has higher R~ (.21 I), but the adjusted R2 (.205) did not improve in
comparison with Model 3 (.205). Model 3 was selected as the best explanatory model for

relationships between Brand Awareness, Image, Perceived Quality, Brand Loyalty, and
Perceived Behavioral Control.

Table 4-23
Hierarchical Multiple Regression of Brand Awareness, Image, Perceived Quality, Brand
Loyalty, and Perceived Behavioral Control
Model

1 (Constant)
Brand Loyalty

B

SE

7.066

,832

,623

,055

L?

,447

t

P-

8.495

value
,000

11.310

.ooo

F
(P)
127,91

Adjusted

2
,200

,199

.211

:205

( ,000)

2 (Constant)

6.185

1.042

,569

,067

Brand Awareness

,125

Perceived Quality

- .040

Brand Loyalty

5.935

.OOO

.409

8.461

,000

.061

,095

2.057

,040

.039

- .053

- 1.035

,301

Image
3 (Constant)
Brand Loyalty
Image
Brand Awareness
4 (Constant)
Brand Loyalty
Image

34.014

To analyze the individual predictors in Model 3, the t-statistics (B/SE) were
significant for Brand Loyalty (positively related, t = 8.464, p = .000) and Brand
Awareness (positively related, t = 2.017, p = .OM), but not significant for Image (t = .372,
p = .710). Based on the relative importance of the predictor variables in explaining

Perceived Behavioral Control in Model 3, the order of importance according to the
standardized Beta coefficients @) were Brand Loyalty @ = .407) followed by Brand
Awareness @ = .093). According to the findings, HI, was partially supported (F=
44.989, p = .000): Brand Loyalty and Brand Awareness were selected as the significant
positive explanatory variables from the CBBETD Scale, explaining a range of 20.5% to
21 .O% of the variance in Perceived Behavioral Control. The best explanatory model
found was:
Perceived Behavioral Control = 5.303 (constant) + .567 (Brand Loyalty)

+ .I22 (Brand Awareness) + e

Research Hypothesis 2 (H2)
H2: Tourist characteristics (socio-demographic, travel details, and information sourcing),
and customer-based brand equity for a tourism destination (brand awareness,
image, perceived quality, and brand loyalty) are significant explanatory variables
of tourists' attitudes (prior behavior, behavioral intention, affective attitude,
subjective norm, and perceived behavioral control).
For testing Hz and sub-hypotheses (Hza, Hzb, Hzc. Hzd, and HZ,), Pearson r
correlation, and hierarchical (forward) linear regression were also utilized to examine the

explanatory relationships among Tourist Characteristics, CBBETD Scale, and Tourists '

Attitudes Scale.
Hz,: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of prior behavior.
In testing Hz,, Pearson r correlation and hierarchical (forward) linear regression
were used to evaluate the explanatory relationships among tourist characteristics, brand
awareness, image, perceived quality, brand loyalty, and prior behavior. There were
significant correlations found with the subscale of Prior Behavior: Frequency (r = .356,
p = .000), Education ( r = .316, p = .000), Residential Status (r = -.301, p = .000), Tourism

Information Sourcing about Taiwan's Destinations ( r = .172, p = .000), Image (r = .145,
p = .001), Age ( r = -.119, p = .007), Tourism Information Sourcing about Tamshui ( r =
.109, p = .034), Perceived Quality ( r = .101, p = .023), Brand Loyalty ( r = .093, p =
.000), and Gender (r = .087, p = .048). These positive correlations established
convergent validity between variables of tourist characteristics, CBBETD Scale and prior
behavior. Pearson r correlations of Tourist Characteristics, CBBETD Scale, and Prior

Behavior is presented in Table 4-24.

Table 4-24
Pearson r Correlation of Tourist Characteristics, CBBEirO Scale, and Prior Behavior
Variable

Pearson r Correlation

P = (1-tailed)

Prior Behavior

Prior Behavior

--

Frequency

,356

,000

Education

,316

,000

- ,301

,000

Tourism Information Sourcing about Taiwan

,172

.OOO

Image

,145

.OO 1

,119

,007

.I09

,014

Perceived Quality

,101

,023

Brand Loyalty

,093

,034

Gender

,087

,048

Residential Status

Age
Tourism Information Sourcing about Tamshui

-

Hierarchical Linear Regression of Tourist Characteristic, CBBETD Scale, and Prior
Behavior

Hierarchical (forward) linear regression was used to test HI,and to find the best
explanatory model for the relationships among Tourist Characteristics, CBBETD Scale,
and Prior Behavior. Based on the order of Pearson r correlation from the strongest to the
weakest, these variables were entered into a forward regression model one at a time, until
the model with the highest explanatory power (R2)was produced. Each step partialled
out previously entered explanatory variables until the addition of a variable no longer
increased the explanatory power of the model significantly ( 2 and adjusted $1, or until
all variables were entered. In addition, the F and p values were also compared between
the models.
The adjusted R2 accounts for the number of explanatory variables in the model,
and generally is a better indicator of goodness-of-fit than R2. However, if there are large

variations between the R' and adjusted R', some explanatory variable(s) may be missing
from the model (Williams, 2007). Unlike R', the adjusted R' should increase only if the
new variable improves the model. The adjusted R' can be negative, and will always be
less than or equal to R2.
Five different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor

(VIF) was not more than 10 (ranged from 1.000 to 1.074). The tolerance was more than
.10 (ranged from .93 1 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-25, each of the five different models had significant F
values, testing for the significance of R', which is the significance of the regression
model as a whole. With each entry of a new variable into the model, the R' and the
adjusted R' increased continuously in Model 5 of the five models. Model 5 (F= 39.157,
p = .000), with five explanatory variables including Frequency, Central Taiwan of

Residential Status, Personal Communications of Tourism Information Sourcing about
Taiwan's Destinations, Age, and Image, produced the highest R' (.279) and adjusted R'
(.271) among the five models. Model 5 was selected as the best explanatory model of
tourist characteristics, CBBETD Scale, and Prior Behavior.

Table 4-25

Hierarchical Multiple Regression of Tourist Characteristics, CBBETD Scale, and Prior
Behavior
B

SE

1 (Constant)

10.528

,830

Frequency

1.740

,202

Model

fl

t
12.677

,356

8.615

Pvalue
,000

,000

'R

Adjusted
R~

,127

,125

.238

,235

58.288
( .OOO)

,256

,251

46.919
( ,000)

,270

,264

F

0
74,225
( ,000)

2 (Constant)

13.750

,862

Frequency

1.378

,194

- 4.356

,506

Central Taiwan

15.949

,000

.282

7.122

,000

-.341

- 8.613

,000

79,520
( ,000)

3 (Constant)

14.680

393

16.439

,000

Frequency

1.281

,193

,262

6.622

,000

Cenbal Taiwan

- 4.410

,500

- .345

-

8.8 13

.000

Personal Comm.

- 1.906

.543

- ,136

-

3.507

,000

4 (Constant)

9.644

1.837

5.250

,000

Frequency

1.267

,192

.259

6.604

.OOO

(Taiwan)

Central Taiwan

- 4.322

,497

-

,339

- 8.698

,000

Personal Comm.

- 1.953

.539

- .I39

- 3.623

,000

,089

,028

.I19

3.129

,002

(Taiwan)
Image

5 (Constant)

10.717

1.878

Frequency

1.285

.I91

Central Taiwan

- 4.150

,499

-

Personal Comm.

- 2.024

,537

- ,144

,093

,028

,124

5.708

,000

,263

6.728

,000

,325

- 8.3 13

,000

3.770

,000

3.266

,001

-

(Taiwan)
Image

To analyze the individual predictors in the Model 5, the t-statistics (B/SE) were
significant for all five variables: Frequency (positively related, t = 6.728, p = .000),

Central Taiwan of Residential Status (negatively related, t = -8.3 13, p = .000), Personal
Communications of Tourism Information Sourcing about Taiwan's Destinations
(negatively related, t = -3.770, p = .000), Image (positively related, t = 3.266, p = .001),
and Age (negatively related, t = -2.488, p = .013). Based on the relative importance of
the predictor variables in explaining Prior Behavior in Model 5, the order of relative
importance according to the standardized Beta coefficients (,B) was: Frequency (,B =
.263), Central Taiwan of Residential Status B
,( = -.325), Personal Communications of

Tourism Information Sourcing about Taiwan's Destinations @ = -.144), Image @ =
.124), and Age (,B = -.095). According to the findings, HZawas partially supported (F =
39.157, p = .000): Frequency and Image were significant positive explanatory variables,
and Central Taiwan of Residential Status, Personal Communications of Tourism

Information Sourcing about Taiwan's Destinations, and Age were significant negative
explanatory variable of tourist characteristics and CBBETD scale, explaining a range of
27.1% to 27.9% in prior behavior. The best explanatory model found was:

Prior Behavior = 10.717 (constant) - 4.150 (Central Taiwan - Residential) 2.024 (Personal communications - Taiwan's Destinations) + 1.285 (Frequency)+
.093 (Image)- .05 1 (Age) + e

H2t,: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of behavioral intention.
In testing Hzb,Pearson r correlation and hierarchical (forward) linear regression
were used to evaluate the explanatory relationships among tourist characteristics, brand
awareness, image, perceived quality, brand loyalty, and behavioral intention. There were
significant correlations found with the subscale of Behavioral Intention: Brand Loyalty
(r = .398, p = .000), Image (r = .27 1, p = .000), Brand Awareness (r = .2 12, p = .000),
Frequency (r = .197, p = .000), Perceived Quality (r = ,165, p = .000), Residential Status
(r = -.162, p = .000), Age (r = -.122,p = .006), Education (r = .109, p = .014), Marital
Status (r = -.092, p = .037), and Length of Stay (r = -.087, p = .049).
Table 4-26
Pearson r Correlation of Tourist Characteristics, CBBETD Scale, and Behavioral
Intention
Variable

Pearson r Correlation

P = (1 - tailed)

Behavioral Intention

Behavioral Intention

Brand Loyalty

.398

,000

Image

.27 1

.OOO

Brand Awareness

.2 12

,000

Frequency

,197

,000

Perceived Quality

,165

,000

Residential Status

-

,162

,000

Age

-

,122

.006

,109

.O 14

Education
Marital Status

-

,092

,037

Length of Stay

- ,087

,049

Hierarchical Linear Regression of Tourist Characteristic, CBBETD Scale, and
Behavioral Intention
Hierarchical (forward) linear regression was used to test HZband to find the best
explanatory model for the relationships among tourist characteristics, CBBETD Scale,
and behavioral intention. Based on the order of Pearson r correlation from the strongest
to the weakest, these variables were entered into a forward regression model one at a
time, until the model with the highest explanatory power (2)
was produced. Each step
partialled out previously entered explanatory variables until the addition of a variable no
longer increased the explanatory power of the model significantly (R' and adjusted R'), or
until all variables were entered. In addition, the F and p values were also compared
between the models.
The adjusted

accounts for the number of explanatory variables in the model,

and generally is a better indicator of goodness-of-fit than R'. However, if there are large
variations between the R' and adjusted R', some explanatory variable(s) may be missing
from the model (Williams, 2007). Unlike R', the adjusted R' should increase only if the
new variable improves the model. The adjusted R' can be negative, and will always be
less than or equal to R'.
Six different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor

(VIF) was not more than 10 (ranged from 1.000 to 1.132). The tolerance was more than
.10 (ranged from .883 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).

As shown in Table 4-27, each of the six different models had significant F values,
testing for the significance of R2, which is the significance of the regression model as a
whole. With each entry of a new variable into the model, the I? and the adjusted I?
increased continuously in Model 6 of the six models. Model 6 (F = 23.260, p = .000),
with six explanatory variables including Brand Loyalty, Brand Awareness, Frequency,

Perceived Quality, Other of Residential Status, Age, and Other of Marital Status,
produced the highest R2 (.216) and adjusted R2 (.207) among the six models. Model 6
was selected as the best explanatory model of tourist characteristics, CBBETD Scale, and

Behavioral Intention.
To analyze the individual predictors in the Model 6, the t-statistics (B/SE)were
significant for all six variables: Brand Loyalty (positively related, t = 8.235, p = .000),

Brand Awareness (positively related, t = 2.074, p = .039), Frequency (positively related, t
= 2.936, p = .003), Other of Residential Status (negatively related, t = -2.037, p = .042),

Age (negatively related, t = -2.594, p = .010), and Other of Marital Status (negatively
related, t = -2.002, p = .046). Based on the relative importance of the predictor variables
in explaining Behavioral Intention in Model 6, the order of relative importance according
to the standardized Beta coefficients @) was: Brand Loyalty @ = .345), Brand

Awareness @ = .086), Frequency @ = .188), Other of Residential Status @ = -.082), Age
@ = -.106), and Other of Marital Status @ = -.083). According to the findings, HZbwas

partially supported (F = 23.260, p = .000): Brand Loyalty, Brand Awareness, Frequency
were significant positive explanatory variables, and Other of Residential Status and Other

of Marital Status were significant negative explanatory variable of tourist characteristics

and CBBETD scale, explaining a range of 20.7% to 21.6% in behavioral intention. The
best explanatory model found was:
Behavioral Intention = 5.43 1 (constant) - 1.245 (Other of Marital) - 1.160 (Other
of Residential) + .529 (Brand Loyalty) + .373 (Frequency)- .359 (Age)+ .I25
(Brand Awareness) + e

Table 4-27
Hierarchical Multiple Regression of Tourist Characteristics, CBBETD Scale, and
Behavioral Intention
Model

I (Constant)
Brand Loyalty

B

SE

6.618

,941

,611

,062

fl

.398

P-

F

(P)

7.035

value
,000

9.800

,000

t

96,050

R'

Adjusted

RZ

,158

.I57

51.196
( .OOO)

,167

,164

38.332
( ,000)

,184

.I79

( ,000)

2 (Constant)

4.845

1.203

Brand Loyalty

,564

,065

Brand Awareness

.I44

,062

3 (Constant)

3.842

1.231

Brand Loyalty

,536

,065

Brand Awareness

.I32

Frequency
4 (Constant)

4.026

,000

,367

8.653

.OOO

,100

2.345

,019

3.121

,002

.349

8.239

,000

,061

,091

2.152

,032

,418

.I28

,133

3.265

,001

4.020

1.277

3.276

,001

Brand Loyalty

.532

,065

.347

8.217

,000

Brand Awareness

.I43

,061

,098

2.341

,020

Frequency

,372

,129

,118

2.894

,004

,567 - .I0 1 - 2.508

.0 12

Other Residential

- 1.422

Table 4-27 (Continued)
Model

B

5 (Constant)

SE

fl

t

P-

4.109

value
,000

5.242

1.276

Other of Residential

- 1.160

,569

- ,082

- 2.037

,042

Other of Marital

- 1.245

,622

- ,083

- 2.002

,046

F
(P)

R'

Adjusted

RZ

Brand Loyalty
Brand Awareness
Frequency
Other of Residential
Age
6 (Constant)
Brand Loyalty
Brand Awareness
Frequency

23.260

.216

.207

( ,000)

Hzc: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of affective attitude.

In testing Hzc,Pearson r correlation and hierarchical (forward) linear
regression were used to evaluate the explanatory relationships among tourist
characteristics, brand awareness, image, perceived quality, brand loyalty, and
behavioral intention. There were significant correlations found with the subscale of
Affective Attitude: Image (r = .407, p = .000), Brand Loyalty (r = ,390, p = .000),
Perceived Quality ( r = .310, p = .000), Brand Awareness ( r = .L98, p = .000), Length

of Stay ( r = .124, p = .000), Travel Expense ( r = .I 14, p = .000), and Occupation ( r =

Hierarchical Linear Regression of Tourist Characteristic, CBBETD Scale, and
Affective Attitude
Hierarchical (forward) linear regression was used to test Hacand to find the best
explanatory model for the relationships among tourist characteristics, CBBETD Scale,
and Affective Attitude. Based on the order of Pearson r correlation from the strongest to
the weakest, these variables were entered into a forward regression model one at a time,
until the model with the highest explanatory power (R2)was produced. Each step
partialled out previously entered explanatory variables until the addition of a variable no
longer increased the explanatory power of the model significantly (R2and adjusted R'), or
until all variables were entered. In addition, the F andp values were also compared
between the models.
Table 4-28

Pearson r Correlation of Tourist Characteristics, CBBETD Scale, and Affective Attitude
Variable

Pearson r Correlation

P = (1- tailed)

Affective Attitude

Affective Attitude

Image

,407

.OOO

Brand Loyalty

,390

,000

Perceived Quality

.3 10

,000

Brand Awareness

,198

,000

Length of Stay

,124

,005

Travel Expense

. I 14

.O 10

Occupation

,109

.013

Companion

.095

.OOO

- ,094

,000

Marital Status

The adjusted R2 accounts for the number of explanatory variables in the model,
and generally is a better indicator of goodness-of-fit than R'. However, if there are large
variations between the R2 and adjusted R2, some explanatory variable(s) may be missing
from the model (Williams, 2007). Unlike R2, the adjusted R2 should increase only if the
new variable improves the model. The adjusted R2 can be negative, and will always be
less than or equal to R2.
Three different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was not more than 10 (ranged from 1.000 to 1.528). The tolerance was more than

.10 (ranged from .655 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-29, each of the three different models had significant F
values, testing for the significance of R2, which is the significance of the regression
model as a whole. With each entry of a new variable into the model, the R2 and the
adjusted R2 increased continuously in Model 3 of the three models. Model 3 (F= 45.204,
p = .000), with three explanatory variables including Image, Brand Loyalty, and Length

of Stay, produced the highest

(.210) and adjusted R2 (.206) among the three models.

Model 3 was selected as the best explanatory model of Tourist Characteristics, CBBETD
Scale, and Affective Attitude.
To analyze the individual predictors in the Model 3, the t-statistics (B/SE) were
significant for all three variables: Image (positively related, t = 5.282, p = .000), Brand
Loyalty (positively related, t = 5.008, p = .000), and Length of Stay (positively related, t =
2.307, p = .021). Based on the relative importance of the predictor variables in

explaining Affective Attitude in Model 3, the order of relative importance according to the
standardized Beta coefficients @) was: Image @ = .257), Brand Loyalty @ = .242), and

Length of Stay @ = .092).
According to the findings, H2cwas partially supported (F= 45.204, p = .000):
Image, Brand Loyalty, and Length of Stay were significant positive explanatory variables
of Tourist Characteristics and CBBETD Scale, explaining a range of 21 .O% to 20.6% in

Affective Attitude. The best explanatory model found was:
Affective Attitude = 4.178 (constant) + .305 (Length of Stay) + .301 (Brand
Loyalty) + .101 (Image) + e

Table 4-29

Hierarchical Multiple Regression of Tourist Characteristics, CBBETD Scale, and
Affective Attitude
Model

B

SE

I (Constant)

5.883

,909

Image

,159

,016

fl

t

6.473
.407

10.086

Pvalue
,000

,000

F

R'

101.732

Adjusted

h?

(P)
,166

,164

,202

,199

,210

,206

( ,000)

2 (Constant)

4.559

,932

Image

.lo7

,019

Brand Loyalty

,289

,060

4.893

,000

,274

5.673

,000

.232

4.803

,000

64.597
( ,000)

3 (Constant)

4.178

,942

4.435

,000

Image

,101

,019

,257

5.282

.OOO

Brand Loyalty

,301

,060

.242

5.008

.OOO

Length of Stay

,305

,132

,092

2.307

,021
45.204
( ,000)

H2d: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are significant
explanatory variables of tourists' attitudes of subjective norm.
In testing H2drPearson r correlation and hierarchical (forward) linear regression

were used to evaluate the explanatory relationships among Tourist Characteristics, Brand

Awareness, Image, Perceived Quality, Brand Loyalty, and Subjective Norm. There were
significant correlations found with the subscale of Subjective Norm: Perceived Quality ( r
= ,360, p = .000), Image ( r = .325, p = .000), Length of Stay ( r = .26 1, p = .000), Brand

Loyalty ( r = .149, p = .001), Frequency (r = -.130, p = .003), Travel Expense ( r = .119, p
= .007), and Gender ( r = 115, p = .009).

Table 4-30

Pearson r Correlation of Tourist Characteristics, CBBETD Scale, and Subjective Norm
Variable

Pearson r Correlation

P = (1 - tailed)

Subjective Norm

Subjective Norm

Perceived Quality

.360

.OOO

Image

,325

.OOO

Length of Stay

,261

,000

Brand'~o~alt~

,194

.OOO

Brand Awareness

,149

.OO 1

- ,130

,003

Travel Expense

,119

.007

Gender

,115

,009

Frequency

Hierarchical Linear Regression of Tourist Characteristic, CBBETD Scale, and
Subjective Norm
Hierarchical (forward) linear regression was used to test H2dand to find the best
explanatory model for the relationships among Tourist Characteristics, CBBETD Scale,
and Subjective Norm. Based on the order of Pearson r correlation from the strongest to
the weakest, these variables were entered into a forward regression model one at a time,
until the model with the highest explanatory power (R2)was produced. Each step
partialled out previously entered explanatory variables until the addition of a variable no
longer increased the explanatory power of the model significantly (R2and adjusted R2), or
until all variables were entered. In addition, the F and p values were also compared
between the models.
The adjusted R2 accounts for the number of explanatory variables in the model,
and generally is a better indicator of goodness-of-fit than R'. However, if there are large
variations between the R2 and adjusted R2, some explanatory variable(s) may be missing
from the model (Williams, 2007). Unlike R2, the adjusted R2 should increase only if the
new variable improves the model. The adjusted R2 can be negative, and will always be
less than or equal to R2.
Five different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor
(VIF) was not more than 10 (ranged from 1.000 to 1.730). The tolerance was more than

.10 (ranged from .578 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).

As shown in Table 4-31, each of the five different models had significant F
values, testing for the significance of R2,which is the significance of the regression
model as a whole. With each entry of a new variable into the model, the R~ and the
adjusted R2increased continuously in Model 5 of the five models. Model 5 (F= 26.593,
p = .000), with five explanatory variables including Perceived Quality, Image, Length of

Stay, Frequency, and Male of Gender, produced the highest ?I (.208) and adjusted R~
(.200) among the five models. Model 5 was selected as the best explanatory model of

Tourist Characteristics, CBBETD Scale, and Subjective Norm.
To analyze the individual predictors in the Model 5, the t-statistics (B/SE) were
significant for all variables: Perceived Quality (positively related, t = 4.079, p = .000),

Image (positively related, t = 3.363, p = .001), Length of Stay (positively related, t =
4.645, p = .000), Frequency (negatively related, t = -2.263, p = .024), Male of Gender
(positively related, t = 2.782, p = .006). Based on the relative importance of the predictor
variables in explaining Subjective Norm in Model 5, the order of relative importance
according to the standardized Beta coefficients (/3) was: Perceived Quality 03 = .212),

Length of Stay (/3 = .188), Image (B = .174), Male of Gender (/3 = .110), and Frequency
(B = -.091).
According to the findings, HZdwas partially supported (F= 26.593, p = .000):

Image, Brand Loyalty, and Length of Stay were significant positive explanatory variables
of tourist characteristics and CBBETD Scale, explaining a range of 20.0% to 20.8% in
subjective norm. The best explanatory model found was:

Subjective Norm = 2.567 (constant) + .750 (Male of Gender) + .632 (Length of
Stay) - .236 (Frequency)+ .I44 (Perceived Quality) + .069 (Image)+ e

Table 4-3 1

Hierarchical Multiple Regression of Tourist Characteristics, CBBETD Scale, and
Subjective Norm
Model
1 (Constant)

B

SE

3.849

8'897

'OoO

2.242

.025

5.064

,000

2'951

'Oo3

1.815

,070

.237

4.557

.OOO

,020

,150

2.909

,004

,136

,202

4.984

,000

.932

,249

,028

2.295

1.023

Perceived Quality

.I82

,036

Image

,062

.021

1.824

1.005

Perceived Quality

,161

,035

Image

.059

Length of Stay

.678

2 (Constant)

3 (Constant)

4 (Constant)

2.797

1.098

Perceived Quality

,152

,035

Image

,064

Length of Stay
Frequency
5 (Constant)

,267

,011

,224

4.286

,000

,020

,163

3.149

,002

.635

,137

,189

4.635

,000

- ,226

,105

- ,088

2.161

,031

1.094

Perceived Quality

,144

,035

Image

,069

Length of Stay
Male of Gender

.366

2.548

2.567

Frequency

t

Pvalue
,000

3.587

Perceived Quality

P

-

2.347

,019

,212

4.079

,000

,020

,174

3.363

,001

.632

,136

.I88

4.645

,000

- ,236

,104

- ,091

- 2.263

.024

,750

,270

'lo

2'782

'Oo6

F

R Adjusted

(P)
79.159
( ,000)

,134

.I32

44.530
( ,000)

,149

.I45

39.355
( ,000)

.188

,183

30.896
( ,000)

,196

,189

26.593
( ,000)

,208

,200

Hze: Tourist characteristics (socio-demographic, travel details, and information
sourcing), and customer-based brand equity for a tourism destination (brand
awareness, image, perceived quality, and brand loyalty) are the significant
explanatory variables of tourists' attitudes of perceived behavioral control.
In testing HzerPearson r correlation and hierarchical (forward) linear regression
were used to evaluate the explanatory relationships among tourist characteristics, brand
awareness, image, perceived quality, brand loyalty, and perceived behavioral control.
There were significant correlations found with the subscale of Perceived Behavioral
Control: Brand Loyalty (r = .447, p = .000), Image (r = .302, p = .000), Brand
Awareness (r = .228, p = .000), Perceived Quality (r = ,187, p = .000), Frequency
(r = .169, p = .000), Education (r = .161, p = .000), Occupation (r = -.122, p = .006),
Residential Status (r = -.107,p = .016), Age (r = -.102, p = .021), and Tourism
Information Sourcing about Taiwan's Destinations (r = .087, p = .000).

Hierarchical Linear Regression of Tourist Characteristic, CBBETD Scale, and
Perceived Behavioral Control
Hierarchical (forward) linear regression was used to test Hz, and to find the best
explanatory model for the relationships among tourist characteristics, CBBETD Scale,
and perceived behavioral control. Based on the order of Pearson r correlation from the
strongest to the weakest, these variables were entered into a forward regression model

) produced.
one at a time, until the model with the highest explanatory power ( R ~was
Each step partialled out previously entered explanatory variables until the addition of a

~
variable no longer increased the explanatory power of the model significantly ( R and

adjusted R2),or until all variables were entered. In addition, the F andp values were also
compared between the models.
The adjusted R2 accounts for the number of explanatory variables in the model,
and generally is a better indicator of goodness-of-fit than R2. However, if there are large
variations between the R2 and adjusted R2, some explanatory variable(s) may be missing
from the model (Williams, 2007). Unlike R ~the
, adjusted R2 should increase only if the
new variable improves the model. The adjusted R2 can be negative, and will always be
less than or equal to R'.

Table 4-32

Pearson r Correlation of Tourist Characteristics, CBBETD Scale, and Perceive
Behavioral Control
Variable

Pearson r Correlation

P = (1- tailed)

Perceived Behavioral
Control

Perceived Behavioral
Control

Brand Loyalty

.447

,000

Image

,302

,000

Brand Awareness

,228

,000

Perceived Quality

,187

,000

Frequency

,169

,000

Education

,161

,000

Occupation

-

,122

.006

Residential Status

- .lo7

.016

Age
Tourism Information about Taiwan's Destinations

- ,102
,087

Seven different significant models were produced from hierarchical multiple
regression. Collinearity statistics were also examined. The variance inflation factor

(VIF) was not more than 10 (ranged from 1.000 to 1.180). The tolerance was more than
.l0 (ranged from 347 to 1.000). Thus, multicollinearity was not a problem (Garson,
2007).
As shown in Table 4-33, each of the seven different models had significant F
values, testing for the significance of R2, which is the significance of the regression
model as a whole. With each entry of a new variable into the model, the R2 and the
adjusted R2 increased continuously in Model 7 of the seven models. Model 7 (F=
24.348, p = .000), with seven explanatory variables including Brand Loyalty, Brand
Awareness, Frequency, Education, Other of Occupation, Other of Residential Status, and
Age, produced the highest R2 (.252) and adjusted R2 (.242) among the seven models.
Model 7 was selected as the best explanatory model of Tourist Characteristics, CBBETD

Scale, and perceived behavioral control.
To analyze the individual predictors in the Model 7, the t-statistics (B/SE) were
significant for six of seven variables: Brand Loyalty (positively related, t = 9.798, p =
.000), Brand Awareness (positively related, t = 2.179, p = .030), Education (positively
related, t = 2.245, p = .025), Other of Occupation (negatively related, t = -2.027, p =
.043), Other of Residential (negatively related, t = -2.087, p = .037), Age (negatively
related, t = -2.012, p = .045). Based on the relative importance of the predictor variables
in explaining perceived behavioral control in Model 7, the order of relative importance
according to the standardized Beta coefficients (/3) was: Brand Loyalty @ = .400),

Education @ = .094), Brand Awareness @ = .089), Other of Residential Status @ = .082), Age @ = -.081), and Other of Occupation @ = -.079).
According to the findings, Hz, was partially supported ( F = 24.348, p = .000):
Brand Loyalty, Education, Brand Awareness, Other Status of Residential Status, Age,
and Other Status of Occupation were significant explanatory variables o f Tourist
Characteristics and CBBETD Scale, explaining a range o f 24.2% to 25.2% in perceived
behavioral control. The best explanatory model found was:
Perceived Behavioral Control = 5.354 (constant) - 1.044 (Other-Residential) 343 (Other-Occupation)+ ,557 (Brand Loyalty) + .29 1 (Education)- .249 (Age)

+ .16 1 (Frequency)+ e

Table 4-33
Hierarchical Multiple Regression of Tourist Characteristics, CBBETD Scale, and
Perceived Behavioral Control
Model

1 (Constant)

B
7.066

SE

P

,832

t

P-

F
(P)

8.495

value
.OOO

R'

Adjusted

RZ

Brand Loyalty
( ,000)

2 (Constant)
Brand Loyalty

5.441

1.064

.580

,058

.417

5.1 14

,000

10.074

,000

Brand Awareness
( ,000)

3 (Constant)

4.375

.OOO

,404

9.724

,000

,054

,094

2.284

,023

.I17

,096

2.409

,016

4.783

1.093

Brand Loyalty

.562

,058

Brand Awareness

,125

Frequency

,175

47.378

,218

,214

Table 4-33 (Continued)
B

SE

3.920

1.123

Brand Loyalty

.562

,057

Brand Awareness

,125

Frequency
Education

Model
4 (Constant)

I-?

t
3.492

Pvalue
.001

,403

9.789

,000

,054

.095

2.312

,021

,175

.I 17

,061

1.487

,138

,377

,126

,121

2.994

,003

F
(P)

R'

Ad.justed

2

,232

.226

31.930 ,239
( ,000)

,232

38.330
5 (Constant)
Brand Loyalty

,555

,057

,399

9.706

,000

Brand Awareness

.I14

.054

,087

2.117

,035

Frequency

.I70

.I 17

,059

1.449

,148

Education

,367

.I26

.I 18

2.921

.004

,940

,416

- ,088

- 2.257

,024

4.476

1.133

3.950

.OOO

Brand Loyalty

,553

.057

,397

9.697

,000

Brand Awareness

,124

,054

,094

2.294

,022

Frequency

,137

,118

.048

1.162

,246

Education

.363

,125

.I17

2.904

,004

- 343

.4 17

- ,079

- 2.019

,044

Other of Occupation
6 (Constant)

Other of Occupation
Other of Residential

7 (Constant)
Brand Loyalty
Brand Awareness
Frequency
Education
Other of Occupation
Other of Residential
Age

-

Summary of Results
The results of hypothesis testing are presented in Table 4-34. All hypotheses
were partially supported thanks to the significant range of variance explained by the RSquare for dependent variables. The summary of hypothesis testing is presented in Table
4-34.
Hypothesis 1 (HI) had five sub-hypotheses to test the explanatory relationship
between the subscales of CBBETD Scale and Tourists' Attitudes Scale. In testing HI,,
Image was the only significant variable in the explanatory model, explaining 1.9% to
2.1% of the variance in prior behavior. In testing Hlb,Brand Loyalty and Brand

Awareness were significant explanatory variables of CBBETD Scale, explaining 16.2% to
16.7% of the variance in behavioral intention. In testing HI,, Brand Loyalty, Image, and

Perceived Quality were significant explanatory variables of CBBETD Scale, explaining
20.0% to 20.5% of the variance in affective attitude. In testing Hid, Perceived Quality
and Image were significant variables of CBBETD Scale, explaining 14.5% to 14.9% of
the variance in subjective norm. Finally, in testing HI,, Brand Loyalty and Brand

Awareness were significant explanatory variables of CBBETD Scale, explaining 20.5% to
21.0% of the variance in perceived behavioral control.
Hypothesis 2 (H2) also had five sub-hypotheses to test the explanatory
relationship among Tourist Characteristics, CBBETD Scale, and Tourists' Attitudes Scale.

In testing H*,, Frequency, Central Taiwan of Residential Status, Personal
Communications in Tourism Information Sourcing about Taiwan's Destinations, Image,
and Age were significant explanatory variables of Tourist Characteristics and CBBETD

Scale, explaining 27.1 % to 27.9% of the variance in prior behavior. In testing HZb,Other

Status of Marital Status, Other Status of Residential Status, Brand Loyalty, Frequency,
Age, and Brand Awareness were significant explanatory variables of Tourist
Characteristics and CBBETD Scale, explaining 20.7% to 21.6% of the variance in
'

behavioral intention. In testing Hz,, Image, Brand Loyalty, and Length of Stay were
significant explanatory variables of Tourist Characteristics and CBBETD Scale,
explaining 21.0% to 21.6% of the variance in affective attitude. In testing HIdrPerceived

Quality, ~ e n ~oft Stay,
h
Image, Male of Gender, and Frequency were significant
variables of Tourist Characteristics and CBBETD Scale, explaining 20.0% to 20.8% of
the variance in subjective norm. Finally, in testing HzerOther Status of Residential

Status, Other Status of Occupation, Brand Loyalty, and Education were significant
explanatory variables of Tourist Characteristics and CBBETD Scale, explaining 24.2% to
25.2% of the variance in perceived behavioral control.
This chapter lined up survey data and statistically analyzed tourist characteristics,
results of the customer-based brand equity for a tourism destination (CBBETD), and

Tourists' Attitudes toward Tamshui. The exploratory factor analysis (EFA) and
Cronbach's coefficient (alpha) were used to test internal consistency reliability and
validity of the variables of the CBBETD Scale and Tourists' Attitudes Scale.

Table 4-34

Summary of Hypotheses Testing
Hypothesis

Result

HI,: Customer-based brand equity for a tourism

Partially

destination (brand awareness, image, perceived

Supported

quality, and brand loyalty) are significant

Finding
Image was the only significant
positive variable in the best
explanatory model.

explanatory variables of tourists' attitudes of
prior behavior.

Hlb: Customer-based brand equity for a
tourism destination (brand awareness, image,

Partially
Supported

In the best explanatory model,
Brand Loyalty and Brand

perceived quality, and brand loyalty) are

Awareness were significant

significant explanatory variables of tourists'

variables.

attitudes of behavioral intention.

H,,: Customer-based brand equity for a tourism

Partially

destination (brand awareness, image, perceived

Supported

Brand Loyalty, Image, and
Perceived Quality were significant

quality, and brand loyalty) are significant

variables in the best explanatory

explanatory variables of tourists' attitudes of

model.

affective attitude.

H,,: Customer-based brand equity for a
tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are
significant explanatory variables of tourists'
attitudes of subjective norm.

Partially
Supported

Perceived Quality and Image were
significant variables in the best
explanatory model.

Table 4-34 (Continued)

Hypothesis
HI,: Customer-based brand equity for a
tourism destination (brand awareness, image,

Result
Partially
Supported

Finding
Brand Loyalty and Brand
Awareness were significant

perceived quality, and brand loyalty) are

variables in the best explanatory

significant explanatory variables of tourists'

model.

attitudes of perceived behavioral control.

H,,: Tourist characteristics (sociodemographic, travel details, and information

Partially
Supported

Frequency, Central Taiwan of
Residential Status, Personal

sourcing) and customer-based brand equity for

Communications of Tourism

a tourism destination (brand awareness, image,

Information Sourcing about

perceived quality, and brand loyalty) are

Taiwan's Destination, Image, and

significant explanatory variables of tourists'

Age were significant variables to

attitudes of prior behavior.

explain Prior Behavior.

HZb:Tourist characteristics (sociodemographic, travel details, and information

Partially
Supported

Brand Loyalty, Frequency, Age,
Other status of Residential Status,

sourcing) and customer-based brand equity for

and Other status of Marital Status

a tourism destination (brand awareness, image,

were significant variables to

perceived quality, and brand loyalty) are

explain Behavioral Intention.

significant explanatory variables of tourists'
attitudes of behavioral intention.

Hzc: Tourist characteristics (sociodemographic, travel details, and information
sourcing) and customer-based brand equity for
a tourism destination (brand awareness, image,
perceived quality, and brand loyalty) are
significant explanatory variables of tourists'
attitudes of affective attitude.

Partially

Image, Brand Loyalty, and Length

Supported

of Stay were significant variables
to explain Affective Attitude.

Table 4-34 (Continued)
Hypothesis
H,:

Tourist characteristics(socio-

demographic, travel details, and information

Result

Finding

Partially

Perceived Quality, Length of Stay,

Supported

Image, Male of Gender, and

sourcing) and customer-based brand equity for

Frequency were significant

a tourism destination (brand awareness, image,

variables to explain subjective

perceived quality, and brand loyalty) are

norm.

significant explanatory variables of tourists'
attitudes of subjective norm.

Hz,: Tourist characteristics (sociodemographic, travel details, and information

Partially

Brand Loyalty, Education, Age,

Supported

Frequency, and Other status of

sourcing) and customer-based brand equity for

Residential Status and Occupation

a tourism destination (brand awareness, image,

were significant variables to

perceived quality, and brand loyalty) are

explain Perceived Behavioral

significant explanatory variables of tourists'

Control.

attitudes of perceived behavioral control.

CHAPTER V
DISCUSSION

This chapter summarizes and interprets findings from the previous section. It
draws conclusions and implications, examines limitations of the current study, and
provides recommendations for future research.
Starting from a rich lode of prior research, the researcher worked out a managerial
and customer-based conceptual model and designed an integrated instrumentation to
evaluate tourist destinations. A multidimensional theoretical approach was adapted from
the marketing concepts of brand equity (Aaker, 1991, 1996; Keller, 1993, 2003b),
branding (Upshaw, 1995), and the theory of planned behavior (Ajzen, 1991). The
objective was to identify the characteristics of destination brands and measure the effects
of branding on changing tourists' attitudes. An integrated instrumentation was
synthesized, drawing on Konecnik's (2006a) model of customer-based brand equity for a
tourism destination (CBBETD) and Kassem and Lee's (2004) attitudinal scale model.
The purpose was to investigate the explanatory relationships among Tourist

Characteristics, the dimensions of the CBBETD Scale, and Tourists' Attitudes Scale. A
survey was conducted on site to investigate significant differences, if any, between the
first-time and repeat visitors in these three aspects.
The intercept survey took place at Tamshui, Northern Taiwan, in early November
2007. Altogether 1,670 tourists were invited to participate by the use of a systematic
sampling. A total of 573 responses were collected, with a response rate of 34.3%. Sixty
responses were incomplete, and 5 13 valid questionnaires were processed for data analysis

by SPSS statistical programming. Results on the 60 frst-time visitors and 453 repeaters
were analyzed to answer two research questions and test two hypotheses.
All the four dimensions (brand awareness, image, perceived quality, and brand
loyalty) of the CBBETD Scale surpassed the significance threshold of .40 (Hair, et al.,
1998), which confirmed the construct validity of the scale measurement. This result was
in agreement with Konecnik's (2006a) findings. In testing the five determinants on
tourists' attitudes, construct validity was established for prior behavior, affective attitude,
and perceived behavioral control, but was not confirmed for behavioral intention and
subjective norm due to a discrete formation of factor items. In the internal consistency
reliability test, the Cronbach's alpha (a) values indicated that all the seven factors of the

CBBETD Scale and Tourists' Attitudes Scale were greater than the required .70 threshold.

In answering the first research question (RQ I), a descriptive analysis helped
examine the explanatory relationships between the variables of the CBBETD Scale and
Tourists' Attitudes. Results and findings suggested that the measurement items of brand
awareness, image, perceived quality, and brand loyalty had effectively explained the
attitudinal determinants of prior behavior, behavioral intention, affective attitude,
subjective norm, and perceived behavioral control. In answering the second research
question (RQ 2), the results of independent sample t-test and Chi-Square test confirmed
significant differences between the first-time and repeat tourist groups.

In testing the hypotheses, all hypotheses and sub-hypotheses were partially
supported in the findings. Brand awareness, image, and brand loyalty were found very
strong in Tamshui's neighboring areas. That was partially consistent with Aaker's (1991,

1996) proposition that appropriate brand awareness and image bring out the loyalty of
brands.
In addition, Frequency and Age of tourist characteristics were significant
explanatory variables in explaining the variance of prior behavior, behavioral intention,
subjective nonn, and perceived behavioral control. It was indicated that the number of
travel experiences and the tourist's age may have greater influence on tourists' attitudes
toward Tamshui. However, some characteristics of Tamshui did not trigger tourists'
imagination and memory. According to Ritchie and Ritchie (1998), tourists would like to
associate a built-in image with their self-expressions and memorable experiences. During
the current study, most tourists remained neutral toward perceived quality. This reveals
that Tamshui's service provisions may not have completely met the tourists'
expectations. Although most tourists said they had no pressure to visit Tamshui again,
some did not have the intention for a repeat visit. But in affective attitude, a higher
percentage of tourists stated they would like to introduce Tamshui to their friends.
Currently, Tamshui still ranks higher than most neighboring competitors as a
tourism destination, but its high popularity shows an inverse relationship with tourists'
intention to visit again as indicated in the present study. In particular, the predictors of
Behavioral Intention failed to suggest a higher possibility of repeat visits. Therefore,
Tamshui must strengthen its brand performance in order to retain brand loyalty.

Interpretations and Theoretical and Practical Implications
This study contemplated both managerial and customer-based perspectives in
measuring the effect of branding on tourists' attitudes toward Tamshui as a tourism

destination. Interpretations and theoretical and practical implications were presented
with a particular look at the independent variables (CBBETD Scale) and the dependent
variables (Tourists' Attitudes). Existing research literature also provided a basis for
statistically analyzing the relationships among Tourist Characteristics, the variables of
the CBBETD Scale, and Tourists' Attitudes. Significant differences were compared and
examined between the first-time and repeat tourist groups.
In tourists' background, 144 repeat tourists (28.1%) had been to Tamshui three
to five times, and 221 (48.8%) had visited six times or more. This illustrated that
Tamshui has enjoyed a favorable image and a high brand loyalty. For both the first-time
and repeat groups, most tourists were from Northern and Central Taiwan. This
confirmed that Tamshui has established brand awareness well in its neighboring areas,
which agrees with Hunt's (1975) finding that geographical distance is a factor to
influence destination images in people's minds.

In Aware 2 and Aware 3, most repeaters stated they could imagine and recognize
some characteristics of Tamshui, but almost half of the first-timers had difficulty doing
the same. In the Aware 5, more than 30% of all the respondents said they could not recall
Tamshui's symbol or logo. This implied that Tamshui should revive its symbolic
attributes into the meaning of its destination brand. Furthermore, the finding on Aware 4
was consistent with the proposition of brand equity (Asker, 1991, 1996) in that most
tourists could affirmatively identify the name of Tamshui from many other destinations.

In summary, Tamshui has performed successfully in brand recognition, but greater efforts
must be made to improve its symbolic attribute and function of recall.

Brand image should be consistent with the reality of destinations (Ritchie &
Ritchie, 1998). The current findings indicated that Tamshui is slightly above the average
point of 3 in all image items analyzed. For example, around 40% of first-time tourists
answered they might not visit Tamshui again. This fact calls for more efforts to improve
Tamshui's image rating by upgrading its service quality and infrastructure because the
value of a destination brand depends heavily on the commitment to delivering anticipated
experiences (Ritchie & Ritchie, 1998).
For information gathering, most participants favored personal communication
and the Internet for destination search. Chon (1990) pointed out that the process of
information sourcing can help clarify the brand image and generate a fond preexpectancy about the destination's performance. Conversely, a negative image can also
transpire through the information channels to potential visitors. Tamshui's management
may need to consider two measures. First, it must strengthen its brand construct and
available resources to enhance and consolidate its brand differentiation from competitors.
Second, Tamshui can borrow from Fakeye and Crompton's (1991) three-stage evolution
image and information promotion in an effort to transmit its desired image to the target
market.
On Image 5 that Tamshui is a lovely town, about 40% of the first-time visitors
disagreed. This complied with the fact that around 60% of the fist-timers did not
indicate an intention to visit again. Thus, site managers should remain mindful to prevent
a possible decay of image and work harder to retain new visitors.
Item Quality 9 had the two groups at the highest mean in agreeing that they had
no problems communicating with the local hosts and residents. In destination branding,

friendly people are considered the basis for initial image promotion (Morgan, et al.,
2002). Tamshui has fared well in the first stage of image evolution. However,
participants seemed to have problems with the level of cleanliness because they rated
Quality 1 and Quality 2 both below the average point of 3. In a significant difference, the
first-time visitors were more satisfied with Tamshui's sanitary conditions than the
repeaters. On the other quality items, both groups rated neutral about accommodations
(Quality 4), infrastructure (Quality 5 ) , and tourism services (Quality 8). This implied that
Tamshui must strengthen its perceived quality because a popular destination should
deliver a superior quality in service and experience.
Moreover, Fakeye and Crompton (1991) found that the longer tourists stay, the
more likely they will develop a sense of place attachment. But in the case of Tamshui,
most tourists chose to stay one day or less. This implied that tourists may not feel
comfortable with Tamshui's service provisions. Tamshui needs to improve its functional
attributes to attract new visitors and retain repeaters.
Aaker (199 1, 1996) saw brand loyalty as a reward for achieving brand
awareness, brand associations, perceived quality, and other brand assets. Konecnik
(2006a) was the first researcher to treat brand loyalty as an integral dimension for tourism
destination evaluation. In the current study, although most tourists (70% of all
respondents) stated they would like to visit Tamshui again, 40% of the first-timers said
they had no intention to do so. For repeat tourists, findings also suggested a potential
problem with Tamshui's service provisions. Therefore, brand loyalty for Tamshui can be
at issue unless efforts are made to rectify these negativities.

In the theory of planned behavior (Ajzen, 1991), prior behavior, behavioral
intention, affective attitude, subjective norm, and perceived behavioral control are the
four major determinants to predict the direction of future behaviors. The current study
mapped these components into its methodology.

In prior behavior, repeat tourists had a high frequency visiting Tarnshui in the
previous 12 months. This was in line with the findings of tourist characteristics. It can
be assumed that the repeaters were more likely to plan another trip in the following year
than the first-timers. For an effective peer comparison, four other tourist locations (Shih
Lin Night Market, Ximen, National Palace Museum, and Yangmingshan National Park)
were selected from among the top ten Taiwanese destinations. All four are also located
in Northern Taiwan. According to official statistics (Tourism Bureau of Taiwan, 2006),
Tamshui slipped from the top to the seventh position in the year of 2005, trailing the Shih
Lin Night Market and the National Palace Museum. Whereas the findings on survey
items from Behavior 1 to Behavior 6 showed that Tamshui still enjoys a higher rate of
visitation than the four competitors. This seemed to have created a conundrum
contradicting the 2005 official ranking. It is important to note that this study was
conducted by intercepting tourists on site and prospective visitors were excluded from the
survey.
Next, behavioral intention was investigated by the use of three predictors
(Intention I, Intention 2, and Intention 3) on tourists' intention to re-visit Tamshui in the
following 12 months. Findings indicated that more than 60% of the total sample stated
they were interested in taking another trip somewhere and the rate was higher in the
repeat visitors than in the first-timers. Those with intention to re-visit Tamshui

constituted only 43.6% of all respondents. This implied that Tamshui has yet to improve
its rate of tourist retention because while most interviewees were planning on another
tourist trip somewhere, less than half of the sample intended to re-visit Tamshui.
In affective attitude, three semantic differential descriptions were used to

investigate the tourists' preferences. Tamshui was fairly rated as good, valuable, and
pleasant. The mean of each description item was slightly over the average. There were
no significant differences between the two groups.
In subjective norm, most respondents said they had initiated their Tamshui trip
under no outside pressure. In particular, the repeat tourists had encountered even less
pressure than the first-timers in realizing the trip. This implied a greater possibility for a
repeat visit in the repeat tourists.
In perceived behavioral control, the tourists' self-control, self-realization, and
personal capability concerning the Tamshui trip were all fairly rated over the average
point of 4. It was found that most participants were able to make their own decisions to
visit Tamshui again, which suggests that most tourists were independent thinkers and
decision-makers in destination choices.
In sum, Tamshui was rated better than the average in most investigation items.
Brand awareness existed thanks to a fair amount of name recognition. But weaknesses
were exposed in the recall function and perceived quality. There is room for
improvement in cleanliness, accommodations, infrastructure, and tourism services. By
Aaker's (1991) brand equity, Tamshui should establish a standard process of service
delivery to ensure visitors with a memorable experience. This suggestion is necessary

because brand awareness and perceived quality directly affect tourists' perceptions of
Tamshui.
Findings pinpointed Tamshui's environmental pollution and visitors' reluctance to
accept it for being a lovely town as a major potential threat to Tamshui's image.
Although most participants were repeaters at Tamshui, many newcomers expressed no
interest in making a second visit. These negativities, if not contained, will hurt the high
brand loyalty Tamshui has enjoyed.

In evaluating tourists' attitudes, findings demonstrated that Tamshui has a higher
rate of prior visitations than the four peer destinations. But some interviewees did not
include Tamshui as their next choice within the following year. A plausible explanation
is that the present study excluded prospective tourists from the on-site survey.
In recent official statistics on Taiwan's top ten tourism destinations, Tamshui
plummeted from the championship to the seventh place. This should be treated as a
wakeup call for more endeavors to enhance brand ioyalty. Tarnshui still maintains a fair
amount of tourist affection because most visitors said their trip had been valuable and
pleasant. Regarding subjective norm, most tourists had experienced no social pressure in
their decision-making about destination choices. The lack of outside pressure was further
confirmed by an examination of perceived behavioral control.
Tourists' attitudes toward Tamshui revealed their future destination choices.
Potentially, Tamshui is losing its loyal customers, which concern was confirmed by
behavioral intention tested. Tamshui performed fairly in brand awareness, accompanied
by a waning brand image and loyalty. Therefore, Tamshui should employ a standard

service process and the three-stage image information promotion in an effort to
strengthen its niche in the tourism market.

Conclusions
In tourism marketing, destination branding has become a most powerful
mechanism for transmitting a favorable brand image to target audiences. An optimal
branding campaign should build both functional and symbolic attributes into the brand
construct to bring about an unparalleled, memorable experience. Any branding effort
should be specifically designed in accordance with the unique nature of the destination
site. Therefore, knowledge of destination branding and induced tourists' attitudes is
becoming ever important to tourism marketing and management.
The current study examined both managerial and customer-based perspectives in
identifying determinants on the construction of a successful and strong destination brand.
Specifically, it took a multidimensional approach to investigate tourists' responses in
prior behavior, future behavioral intention, affective attitude, subjective norm, and
perceived behavioral control on the scales of brand awareness, image, perceived quality,
and brand loyalty. Findings indicated that the CBBETD Scale and Tourists' Attitudes
Scale are appropriate measures for destination performance although they were found
insufficient to examine the validity and internal consistency reliability of behavioral
intention and subjective norm. The study also compared first-time and repeat tourist
groups. Significant differences were discovered in brand recall, service provisions, brand
loyalty, prior travel behaviors, intention for a repeat visit, and social pressure.

Ideally, a sense of place attachment will enhance brand loyalty if brand awareness
and perceived quality are in place. Tamshui ranks among Taiwan's top ten tourism
destinations. Conversely, it was found unsatisfactory in maintaining good symbolic
attributes and quality delivery. The present study also revealed that most tourists to
Tamshui used personal communication to share their experience and perceptions, but
Tamshui has not done enough in encouraging tourists' intention for repeat visitations.

In sum, brand differentiation starts with good symbolic expressions, matures in
invoking memorable experiences, and culminates in keeping the same tourists visiting
again and again. Toward this end, Tamshui needs to position itself better in the market
by incorporating an appropriate identity into its image because brand identity serves as
the core linking the other brand components. Additionally, Tamshui must make hefty
efforts to improve its infrastructure and service by committing itself to offering an
unforgettable touring experience.
This study was an initial attempt to apply the concept of branding to a market in
the developing world where increasing tourism interest deserves a greater amount of
research. It made a case study on Taiwan, which has a small domestic market and is
currently facing economic and social difficulties. The current research aimed to provide
a useful alternative to help improve the country's unique natural attractions and further
promote its image to the global market.

Limitations
The present study has been the first research effort to integrate the concept of
brand equity (Aaker, 1991, 1996; Keller, 1993,2003b) and the theory of planned
behavior (Ajzen, 1991) for evaluating destination branding effects and tourists' attitudes.

In fact, an attitudinal scale model was never used before this study to measure tourists'
attitudes. However, the construct validity and reliability of the current scale model
deserve further refinement because its confirmation level is low for measuring behavioral
intention and subjective norm.
Regarding the research design, a 10-day continuous on-site survey may have
diminished the broadness of the findings. The month of November is usually a low
season. The timing could restrict the study to homogeneous tourists. Ideally, a
longitudinal study that spans different seasons may be rewarded with a more
representative sample.
Finally, the study was conducted only at Tamshui in Northern Taiwan. The
intercept survey used left out prospective tourists, whose participation could contribute to
a better assessment of brand image and tourist intentions. Thus, results and findings are
insufficient to generalize about Taiwan's other sites as well as tourism destinations
overseas. Nor is it enough to compare two or more heterogeneous markets.

Recommendations for Future Research
The topic of destination branding has attracted more research interest in recent
years. However, much more work needs to be done to establish a marketing approach
specialized for destination promotion. Specifically, brand equity deserves a greater

amount of research because it is a vital step toward brand implementation. Efforts should
be made on ways to effectively blend a site's uniqueness into its abstract or symbolic
attributes and enhance tourists' psychological associations with brand identity.
Next, the integrated scale model used in the present study may need further
refining in order to receive more in-depth responses. It is recommended to examine the
psychometric qualities of the scales, with an emphasis on the CBBETD Scale and
Awareness subscale.

It is also recommended that a longitudinal research based on the developments of
low and high seasons provide a comprehensive approach to tourism destination
evaluation. Besides first-time and repeat visitors, investigations can also include
prospective tourists to receive more reliable feedback about tourists' pre-expectancy.
In addition, future researchers may consider using the Structural Equation
Modeling (SEM) to collect data. SEM is regarded more effective than multiple
regression, path analysis, factor analysis, time series analysis, and analysis of covariance.
It can be used in the confirmatory procedures to help determine an appropriate model and
analyze the covariance matrix. Particularly, SEM improves unbiased estimates for
measuring the psychological variables.
Furthermore, the research scope should be extended to two or more destinations
in different geographic markets. As Hankinson (2004a), Caldwell and Freire (2004), and
Konecnik (2006a) suggested, research in heterogeneous markets provides a strong
support for measurement validity and generalizability.
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Sent: Wed, Jun 27,2007 14:24

Dear Dr. Keller,
I am sorry to bother you again. I need you to reconfirm your approval for reproducing the
figure because my school IRB requires me for this confirmation. Thanks for your help.
Best regards,
Chun-Fang Chang (Tina Changj
From:

Kevin L. Keller
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Permission to Use the Figure of "Elements of Branding"
~c,n~~~i.!.~.!~~~~.~ccl~~l
From: Chun-Fang Chang
Sent: Wednesday, June 27,2007 11:43 AM
To: Chris Vogt
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Chun-Fang Chang (Tina Chang)
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To:
Cc:

Niall Caldwell
Chun-Fang Chang

Re: Request for reproducing the figure of "de
Subject: Chernatony's Brand Box Model" and your
contact information
yes you have my approval. My contact details are
Dr Niall Caldwell
Academic Leader
The Business School
London Metropolitan University
277-28 1 Holloway Road
London N7 8HN
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Sent: Fri 6/29/2007 11:40 AM
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Permission to Use the Figure of "Adapted Theory of Planned Behavior"
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Sent: Thur 28/06/2007 01:38
To:
Subject: A request for reproducing the figure of "Adapted theory of planned behavior"
Dear Dr. March,

I am sorry to bother you again. I need you to reconfirm your approval for reproducing the
figure because my school R B requires me for this confirmation. Thanks for your help.
Best regards,
Chun-Fang Chang (Tina Chang)
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Chun-Fang Chanp
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I give permission for Chun-Fang Chang to reproduce my figure in Adapted Theory of
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Roger March, PhD
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Australian School of Business
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individual and are not necessarily the views of the Faculty of Business, UNSW. Before
opening any attachments please check them for viruses and defects.

Appendix I
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From: Chun-Fang Chanq
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Lynn University (Boca Raton, Florida), and my major is Corporate and Organizational
Management of the Global Leadership. Currently, I am in the process of writing my
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Role of Destination Image in Tourism: A Review and Discussion," for my dissertation.
If I am honored, it would be grateful for your help.
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Chun-Fang Chang (Tina Chang)
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Appendix J

Survey Questionnaire (English)

Survey Questionnaire

The purpose of this is to determine the effect of destination branding on tourists' attitudes
toward Tamshui. Specifically, you are to provide your opinions about Tamshui as a
tourism destination. There are three parts for this questionnaire. Please read and answer
each question carefully to the best of your understanding and knowledge. Remember that
there are no correct or incorrect responses. Thanks for your participation.

Important:

1. Be sure to answer each question; do not omit any.
2. Each question must have one answer (check mark). Do not have more than one
answer (check mark) for any question.
Make each answer a separate and independent judgment. Please work at fairly high
speed through this questionnaire. Do not worry or puzzle over individual questions. It is
your first impressions, the immediate feelings about the items that is important. On the
other hand, please do not be careless, because your true impressions are needed. Any

Questions?

Part I : Tourist Characteristics

1. How many times have you visited Tamshui previously?

O Never
@ 1

D 6 or more times

2. Please indicate your gender: C Male

1 Female
3. Please indicate your age:

O 18-24
25-34

C 35-44
0 45-54
3 55-64

O 65 years or older

4. Please indicate your marital status:

O Single O Married 17 Separated O Divorced O Widowed
5. What is the highest level of education you have received?

O Attended senior high school or less 9 Senior high school graduate
O College/Universitygraduate
O Attended college/university
O Graduate school graduate
6. Please indicate which geographical region you reside in:

O Northern Taiwan
d Central Taiwan

O Southern Taiwan

O Eastern Taiwan
O Other

7. Please indicate your occupation:
2 Employed

!
I
Self-employed

I Student/Scholar

3 Retired

7 HousewifeNnemployed

8. How many companions are with you on this Tamshui trip?
30

L 1

72

17 3-6

Over 6

9. What do you estimate will be y o u expenditure for this Tamshui trip? (in New

Taiwan Dollar)

O Below 500
7 1,001-2,000

C 500-1,000
2,001-4,000

3 Over 4,000 dollars

10. How long do you plan to stay at Tamshui?

II Less than 1 day O 1 Day O 2 Days fi 3 Days 2 Over 3 Days
11. Please indicate the sources of information that you use to search about tourism
destinations:

J Personal communications (relatives, friends, colleagues, and classmates)

C Internet
7 Electronic media (television and radio)

C Print media (books, newspaper, and magazines)
O Commercial advertisements (metro subwayhuses and outdoor signs)
C Travel agencies
-

Tourism Bureau of Taiwan

7 Tourism shows or exhibitions

J Other

12. Please indicate the sources of information that you use to search about Tamshui:
2 Personal communications (relatives, friends, colleagues, and classmates)
7 Internet
2 Electronic media (television and radio)

fl Print media (books, newspaper, and magazines)
0 Commercial advertisements (metro subwaylbuses and outdoor signs)
Travel agencies

0 Tourism Bureau of Taiwan
0 Tourism shows or exhibitions
Other

Part 2: Customer-Based Brand Equity for a Tourism Destination (CBBETD)

1. I have heard of Tamshui.

Strongly disagree 7 Disagree L Neutral C Agree 3 Strongly agree

2.

I have difficulty imagining Tamshui in my mind.
I, Strongly disagree 2 Disagree

C Neutral

a

Agree U Strongly agree

3. Some characteristics about Tamshui come quickly to my mind.

il Strongly disagree C Disagree 7 Neutral 7 Agree C Strongly agree
4. I can recognize the name of Tamshui among other destinations.

Strongly disagree O Disagree

Neutral 7 Agree Y Strongly agree

5. I can recall Tamshui's symbol or logo as a tourism destination.
Ci Strongly disagree U Disagree fl Neutral 7 Agree 3 Strongly agree

6. There are beautiful mountains and rivers at Tamshui.

O Strongly disagree O Disagree @ Neutral 7 Agree C Strongly agree
7. There is beautiful nature at Tamshui.

1 Strongly disagree C Disagree Z Neutral 7 Agree O Strongly agree

8. There are modem health activities at Tamshui.
7 Strongly disagree C Disagree O Neutral 7 Agree O Strongly agree

9. There are good opportunities for recreational activities and events at Tamshui.
7 Strongly disagree 3 Disagree L Neutral O Agree 7 Strongly agree

10. Tamshui is a lovely town.
0 Strongly disagree O Disagree C .Neutral CI Agree C Strongly agree

11. There is pleasant weather at Tamshui.

a

Strongly disagree O Disagree

Neutral O Agree 7 Strongly agree

12. Tamshui protects and maintains historical and cultural attractions very well.
0 Strongly disagree d Disagree C Neutral 0 Agree C Strongly agree

13. There is a relaxing atmosphere at Tamshui.
Strongly disagree 0 Disagree 0 Neutral 0 Agree J Strongly agree

14. There are interesting cultural attractions at Tamshui.
D Strongly disagree

O Disagree 2 Neutral O Agree G Strongly agree

15. There are good shopping facilities at Tarnshui.

O Strongly disagree 0 Disagree

Neutral J Agree D Strongly agree

16. There are good nightlife and entertainment at Tamshui.
F Strongly disagree U Disagree

Z Neutral O Agree fl Strongly agree

17. There are interesting historical attractions at Tamshui.
-

Strongly disagree

-

Disagree 7 Neutral L Agree 7 Strongly agree

18. There are good opportunities for adventures.
-

L

Strongly disagree 7 Disagree 3 Neutral I- Agree 7 Strongly agree

19. There is exciting atmosphere at Tamshui.
-

1

Strongly disagree Z Disagree 7 Neutral G Agree 1 Strongly agree

20. There are friendly people at Tamshui.
-

J

Strongly disagree C Disagree 7 Neutral t Agree 7 Strongly agree

21. There are good boating activities at Tamshui.

fl Strongly disagree d Disagree 0 Neutral 0 Agree J Strongly agree
22. There is a high level of cleanliness at Tamshui.

O Strongly disagree Cl Disagree 0 Neutral 0 Agree .O Strongly agree

23. There is an unpolluted environment at Tamshui.

C Strongly disagree D Disagree 0 Neutral O Agree C Strongly agree
24. There is a high level of personal safety at Tamshui.
U Strongly disagree O Disagree

O Neutral O Agree O Strongly agree

25. There is high quality of accommodation at Tamshui.
7 Strongly disagree O Disagree 0 Neutral 0 Agree C Strongly agree

26. There is high quality of infrastructure at Tamshui.
-

Strongly disagree

-

Disagree J Neutral Z Agree 1 Strongly agree

27 There are appealing local food (cuisine) at Tamshui.
L Strongly disagree 7 Disagree 5 Neutral K Agree

-

Strongly agree

28 There is good value for money at Tamshui.

C Strongly disagree 4 Disagree C Neutral 7 Agree !Strongly agree

29 There is high quality of tourism services at Tamshui.

O Strongly disagree L Disagree C Neutral C1 Agree L Strongly agree

30 There are few problems with communication at Tamshui.

O Strongly disagree C Disagree 2 Neutral d Agree C1 Strongly agree
3 1 There are low prices of tourism services at Tamshui.

J Strongly disagree 7 Disagree 7 Neutral 0 Agree J Strongly agree
32 I would like to visit Tamshui again in the future.

C Strongly disagree 3 Disagree Z Neutral 0 Agree O Strongly agree
33 I intend to recommend Tamshui to my friends.
0 Strongly disagree O Disagree O Neutral fi Agree 0 Strongly agree

34 Tamshui provides more benefits than other similar Taiwan's tourism destinations.
7 Strongly disagree 0 Disagree C Neutral 7 Agree C Strongly agree

35 Tamshui is one of the preferred tourism destinations I want to visit.

fl Strongly disagree C Disagree 5 Neutral C Agree

;1

Strongly agree

Note. From "Croatian-based brand equity for Slovenia as a tourism destination," by M.
Konecnik, 2006a, Economic and Business Review for Central and South -Eastern
Europe, 8(1),p. 83-108. Adapted and translated with permission of the author.

Part 3: Tourists' Attitudes

a. If you feel that Tamshui as a tourism destination appears very closely related to one
end of the scale, you should place your check mark as follows:
Very important
Not important x : : : : : :
: : : : : : x Very important
Not important
b. If you feel that Tamshui is quite closely related to one or the other end of the scale
(but not extremely), you should place your check mark as follows:
Very unlikely
:x : : : : :
Very likely
: : : : :x :
Very likely
Very unlikely
c. If you feel that Tamshui seems only slightly related (but not really neutral) to one
end of the scale, you should place your check mark as follows:
Strongly disagree
: :x : : : :
Strongly agree

1.

How often did you take a trip during the last 12 months?
-

2.

Never

How often did you visit Tamshui during the last 12 months?
CNever

3.

'72

7 3 '74

O5

J6ormoretimes

Cil

J 2

73 r 4 0 5

76ormoretimes

How often did you visit Ximen during the last 12 months?
?Never

5.

3 1

How often did you visit Shih Lin night market during the last 12 months?
CNever

4.

O 1 O 2 7 3 7 4 i 5 D 6 or more times

1

a 2

73 C4

J 5 J6ormoretimes

How often did you visit National Palace Museum during the last 12 months?

- Never

1

C 2 13 O 4 45

Z 6 or more times

How often did you visit Yangrningshan National Park during the last 12 months?
-

Never

C 1 7 2 1 3 7 4 1 5 7 6 or more times

I intend to make other Taiwan tourist trips in the next 12 months.
Strongly disagree

:

:

:

:

:

:

Strongly agree

How likely is it that you will visit Tamshui trip in the next 12 months?
Very unlikely

:

:

:

:

:

Very likely

:

If everything goes as I plan I will plan to visit Tamshui in the next 12 months.
Stronglydisagree

:

:

:

:

:

:

Stronglyagree

What do you think about Tamshui as a tourism destination? Please answer each of
the 3 descriptions.
Verybad

:

:

Very worthless

:

:

:

Very unpleasant

:

:

:

:
:

Verygood

:
:

:

:
:

Very valuable

:
:

Very pleasant

:

Most people who are important to me think I should visit Tamshui again.
Strongly disagree

:

:

:

:

:

:

Strongly agree

Important people in my life say I ought to visit Tamshui again.
Strongly disagree

:

:

:

:

:

:

Strongly agree

How much pressure do you feel from other people to have this Tamshui trip?
None at all

:

:

:

:

:

:

A great deal

How much control do you have over visiting Tamshui again?
Verylittle

:

:

:

:

:

:

Completecontrol

15. For me visiting Tamshui again would be:
Verydifficult

:

:

:

:

:

Veryeasy

:

16. If I chose to, I would be able to visit Tamshui again.
Stronglydisagree

:

:

:

:

:

:

Stronglyagree

From "Understanding soft drink consumption among male adolescents using the
theory of planned behavior," by N. 0. Kassern & J. W. Lee, 2004, Journal of Behavioral
Medicine, 27(3), 273-296. Adapted and translated with permission of the authors.
Note.

Appendix K
Traditional Chinese Translation of Survey
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Note. From "Understanding soft drink consumption among male adolescents using the
theory of planned behavior," by N. 0. Kassem & J. W. Lee, 2004, Journal of Behavioral
Medicine, 27(3), 273-296. Adapted and translated with permission of the authors.

Appendix L
Taiwan's Major National Guideline for Human Subject Protections in Research

The followings are extracted from Niu (2002) introduced Taiwan's major national
guideline for human subjects' protection as follows:

"In the national level, Taiwan's human subject research is subject to several
medical related laws, regulations and practice guidelines. Defined by the Medical
Care Act 1986, article 7: human experiment means any experimental study
involving humans for testing new medical techniques, new drugs, and new
medical devices. Three major characteristics can be observed. First, only teaching
hospitals can conduct biomedical research involving human subjects. By far, there
are 129 teaching hospitals in Taiwan. Second, before undertaking such clinical
trials, teaching hospitals must propose "research protocols" to the Review Board
of Department of Health (DOH) for the approval of clinical trials. Third, a
consent form shall be obtained from the human subject, informed of the full
consequences of this research by the investigators before the clinical trial is
undertaken."

"Apart from the Medical Care Act 1986, other medical laws, regulations and
guidelines provide further detailed requirements or standards for using human
subject research for special purposes. The Pharmaceutical Act (1993), for
instance, requires investigational new drugs (IND) to receive clinical trials for
testing their safety and therapeutic efficacy prior to the DOH approval. Other
important rules include but are not limited to: Guideline for Good Clinical
Practice, adopting principles for medical institutes and protecting trail subjects;
Guideline for Clinical Trial on New Medical Techniques, setting new medical
procedures for clinical trial; Guideline for Clinical Trial on Gene Therapy,
establishing safety monitoring system on the research protocol of gene therapy
proposed by the qualified hospitals."

"Before a research protocol is proposed to the Review Board of the DOH, it must
be oversight and approved by a hospital IRB as an institutional level of

surveillance. The first Institutional Review Board (IRB) was established in 1986
according to the Medical Care Act 1986, article 73. Until 2001,25 JRBs and
ethics Committees are registered, working for improving medical system and
overseeing research protocols. In 1997, medical society decided to set up an RE?
on a joint level. As a result, the Joint IRB (JIRB) established, which has 18
members, who are representatives from 5 major medical centers and NHRI, and
one third of them are laypersons. The JJRB is now the major IRB in Taiwan and
nearly 40 hospitals have authorized JIRB and endorsed its review results."

"All these rules aim to build up a process or mechanism to ensure the safety of the
human subjects participating the researches. However, no remedy in regard to
compensation when the participants are injured seems to be offered in these
medical rules. The civil law perhaps is the only legal ground that the suffering
subjects can rely on to bring claim for compensation against the research
institutions."

"In Taiwan, the Civil Law is applicable to physical injuries as well as dignitary
harm, under the circumstances the research parts are with negligence and
responsible to the suffering. Yet, when scientific uncertainty is the cause of
injuries, and no misconduct is made by the research part, neither law nor ethical
principle can offer a ground for compensation. It would be necessary to develop a
feasible regime, either by law or ethics, to deal with these events."

Human Subjects Regulations is equivalent to the Medical Care Act (1986) in Taiwan not
only applies to medical research but also to all research involving human subjects. FDA
Protection of Human. Subject Regulations is equal to the combination of Pharmaceutical
Act (1993), Guidelines for Clinical Trial on new Medical techniques and on Gene
Therapy, and Guideline for Good Clinical Practice.
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THIS DOCUMENT SHALL ONLY BE USED TO PROVIDE AUTHORIZATION
FOR VOLUNTARY CONSENT
PROJECT TITLE:
Project IRB Number:
Florida 33431

Effect of Destination Branding on Tourists' Attitudes
2007-028
Lynn University 3601 N. Military Trail Boca Raton,

I Chun-Fang Chang, am a doctoral student at ~ ~ n n ' ~ n i v e r s iItam
~ . studying Global Leadership,
with a specialization in Corporate and Organizational Management. One of my degree requirements
is to conduct a research study.

DIRECTIONS FOR THE PARTICIPAhT:
You are being asked to participate in my research study. Please read this carefully.. This Form
provides you with information about the study. The Principal Investigator (Chun-Fang Chane) will
answer all of your questions. Ask questions about anything you don't understand before deciding
whether or not to participate.
You are free to ask questions at any time before, during, or after your
participation in this study. Your participation is entirely voluntary and you can refuse to participate
without penalty or loss of benefits to which you are otherwise entitled. You acknowledge that you
are at least 18 years of age, and that you do not have medical problems or language or educational
barriers that precludes understanding of explanations contained in this authorization for voluntary
consent.

PURPOSE OF THIS RESEARCH STUDY: This study is intended to examine major factors that
affect the establishment of brand construct, effective branding functions, and tourists' attitudes, as
well as provide an integrated, multidimensional conceptual approach for destination evaluation. An
investigation of the interrelationship between brand components, the effectiveness of destination
branding, and the determinants of tourists' attitudes are critically analyzed to build a prospective
destination brand. Additionally, the proposed quantitative instrumentation may also provide both.,..
academic research and destination practices an alternative to further understand the brand -**'.
performance in the tourist's mind.

PROCEDURES:

:

If you agree to participate after reading this consent form you may proceed to answer the survey:
''
provided in this package. You will complete a survey that contains three p a w with a tota.l..of.63.:..:':. ;,
questions. The survey should take no longer than I5 minutes to complete. After completing the
InstiNtional Review Board for the Protection of Human Subiects
Lynn University
3601 N. Military Trail Boca Raton, Florida3343 1
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survey, you may return and drop your questionnaire in the box which has a slit on the top of the box
at the survey area. Please do not write any personal identifiers on the survey form, such as your
name and address.
POSSIBLE RISKS OR DISCOMFORT: This study involves minimal risk. You may find that
some of the questions are sensitive in nature. In addition, participation in this study requires a
minimal amount of your time and effort.
POSSIBLE BENEFITS: There may be no direct benefit to you in participating in this research.
But knowledge may be gained which may help to understand about destination evaluation based on
managerial and customer-based perspectives.
FINANCIAL CONSIDERATIONS: There is no fmancial compensation for your participation in
this research. There are no costs to you as a result of your participation in this study.
ANONYMITY
The survey will be anonymous (no names, no social numbers, no ID numbers, no driver's license
numbers, etc.) You will not be identified and data will be reported as "group" responses.
Participation in this survey is voluntary and return of the completed survey will constitute your
informed consent to participate.
The results of this study may be published in a dissertation, scientific journals or presentations at
professional meetings. In addition, your privacy will be maintained in all publications or
presentations resulting from this study.
All the data are collected during the investigation period and will be kept strictly confidential by the
researcher. Data will be stored in locked files in a safety box and destroyed after five years by the
researcher. All information will be kept in strict confidence and will not be disclosed unless
required by law or regulation.
RIGHT TO WITHDRAW: You are free to choose whether or not to participate in this study.
There will be no penalty or loss of benefits to which you are otherwise entitled if you choose not to
participate. You may also choose to terminate, withdraw, or not to return your questiomaire at any
time during or after the survey.
CONTACTS FOR QUESTIONSIACCESS TO CONSENT FQRM: Any further questions you
have about this study or your participation in it, either now or any time in the future, will beanswered
by Chun-Fang Chang (Principal Investigator) who may be reached at:
(Taipei,
- ,For,-~y
Taiwan) and Dr. Mary L. Tebes, faculty advisor who may be reached at:
questions regarding your rights as a research subject, you may call Dr. Farideh Faramand. Chaw of'
the Lynn University hstitutional Review Board For the Protection of Human Subjects,
If any problems arise as a result of your participation in this study, please call
at
the Principal Investigator (Chun-Fang Chang) and the faculty advisor (Dr. Mary L. Tebes)
immediately. Please keep this copy of this consent form.

Institutional Review Board for the Protection of Human Subiects
Lynn University
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INVESTIGATOR'S AFFIDAVIT: I hereby certify that a written explanation of the nature of the
above project has been provided to the penon participating in this project. A copy of the written
documentation provided is attached hereto. By tile person's consent to voluntarily participate in this
study, the person ha. represented that helshe is at least 18 years of age, and that belshe does not have
a medical problem or a language or educational bal~ierthat precludes hidher understanding of my
explanation. Hereby. I. Chun-Fang Chang. certify that to the best of my knowledge the penon
participating in this project understands clearly the nature. demands, benefits, and risks involved in
hidher patticipation.

Signature of Investigator

Date of IRB Approval:

Institutional Review Board for the Rofeetion a t Human Subjects
Lynn Univcniry
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Date: 10130107

Principal Investigator Chun-fang Chang
Project Title: Effect of destination branding on tour~sts'anitudes
IRB Project Number: 2007-028
Application and Protocol for Review of Research Involving Human Subjects of a New Project: Request for
Exempt Status- Expedited Review- Convened Full-Boa--

IRE Action by the Convened Full Board:
Date of IRE Review of Application and Research Protocol-lON0107IRB Action: Approved- X - Approved wl provision(s)- Not ApprovedCOMMENTS
Consent Required:

No

Other-

-Yes -X - Not Applicable - Written-X-

Signed-

Consent forms must bear the research protocol expiration date of -10130108-.
Application to ContinuelRenew including an updated consent, is due:

(1)
(2)
(3)

-

For a Convened Full-Board Review, two -prior
to the due date for renewal -XFor and Expedited IRB Review, one month prior to the due date for renewal
For review of research with exempt status, one month prior to the due date for renewal-.

Farideh Farazmand. Ph.D:
Institutional Review Board Chair

CC: Dr. Tebes
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